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Hong Kong has long been known, since the early
1950's, as a light-industry production center, typifying
an export-oriented economy. The world markets-'had had
growing demands for. Hong Kong products year after year
until the global economic recession of 1974-75 impinged
on the-Colony. By and large, Hong Kong industrie's are
'reprocessingt manufactures. Hong Kong does not have any
sizable natural resources it.has only plenty of manpower.
Most of the machinery and materials that the industries
need must be procured from abroad. Whenever Hong Kong
exports a lot, it also imports a lot. To many
international marketers of industrial goods, the Colony
is one of the most important marketplaces in Asia.
Hong Kong also appeals to foreign consumer goods
marketers. Since the early 1950's, Hong Kong has became
one of the largest cities in the Far East.' According to
1976. figures, there are 4.4 million people living in
Hong Kong. In the last decade, the Colony has been the
2top Asian countries in terms of GNP per capita. Hong Kong
people buy more Rolls-Royce cars and French brandies than
do one hundred countries in the world. The Colony is also
a.tourist center in the Pacific area. In 1975, Hong Kong
replaced-the U. S. market as a bigger buyer of Swiss
watches. The Colony is a.wonderland, as seen by many
international companies selling consumer goods world-wide.
Hong Kong's importers and a few local manufacturers
are well experienced in selling goods in the domestic
market. However, quite a lot of them are old-fashioned
merchants. Many traders (importers, manufacturers and
middlemen) survive only because of their long-established
connections. Most of those traders have not yet-felt, or
suffered, pressure from marketing-conscious competitors,
except in direct personal selling. Aggressive marketers
know how to develop good sales forces and thus have
advantages over the traditional businessmen. If an
outsider looks into a company's sales force management,
for whatever reasons, the first thing he asks would most
likely be, Does the company have a sales training program?
In spite of a Yes or No answer, the interested outsider
might like to know What are the other companies doing
about sales training?
This study, aimed at finding out something about
'What other companies are doing about sales' training',
3is concerned with the use of sales training by some of
the relatively aggressive or larger companies in Hong
Kong. Through questions, some managers' attitudes toward
marketing philsophy with respect to cultural, managerial
and situational differences are hopefully revealed.
The idea of such a pragmatic study arose because
growing activities in direct personal selling in the coming
years are anticipated. The anticipation is based on two
phenomena. First, Hong Kong export business encountered
keen competition with neighboring countries in the last
couple of years. Many export manufacturers have come to
realize the business opportunities in turning some of their
quality goods to the local markets. If they are going to
do so, they will have to set up their local-sales
organization to compete with the traditional traders or
foreign marketers, or both. They would like to know what
should be done, in the current circumstances, if a viable
sales force is going to be built. Hence, a study of sales
training and related practices would be informative and
interesting. Second, the Colony is catching up economic
revival. The domestic purchasing power which shrank in
the recession years is now recovering. In some cases the
recovered markets are to be redistributed while in other
cases new markets may appear possibly because of new
spending patterns. Opportunities and challenges are
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there for aggressive businessmen. Scrambles for sales
will be encountered in many markets and the most critical
threat to traditional firms seems to be fierce competition
on the front-line of direct personal selling. It is this
great concern that'-stimulated the study of prevailing
sales training and related practices in Hong gong, to
awaken those traditional, conservative firms to a spirit
of emulation.
1.2 Objectives of the study
Many research studies stem from the need or desire
to answer a number of questions so does this one. This
study was designed to find useful information for answering
several specific questions:
1. What kinds of companies in Hong gong are conducting
sales training courses?
2. How do they carry out their sales training program?
3. Is sales training important to them?
4. What are some of the practices in sales force
management?
5. What are some of the managers' attitudes toward
sales force management?
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These questions are likely to be asked by:
a. A local company that wants to enter the local mariet
and is trying to set up a sales force.
b. A foreign company that wants to enter the Hong Kong
market.
C. An old company that has never had any sales training
rrogram but is now trving,to do one.
d. Consulting,'or-servicing firms or organizations which
are offering sales training courses.
e. Any sales or marketing managers who are eager to
know the environmental factors related to his
sales force management.
Answering the above-mentioned questions constitute
the objectives of the study. The findings may be
interesting, at least in part, to many marketing people,
depending on their particular interests.
Today in Hong Kong there are many student, research
projects which look at the 4 P's of marketing- Product,
Place, Promotion and Price. But one essential of
marketing that can never be unimportant is another P-
the People. No marketing channel is complete without
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people selling to people. In view of this, the study is
concerned with the development of people resources in
direct selling.
1.3 Methodology and Limitation
This study primarily uses a questionnaire survey of
personnel and sales executives of a number of companies in
Hong Kong. Opinions and attitudinal information were also
collected through personal interviews with sales executives.
A copy of the mailed questionnaire is reproduced in Appendix A.
Formation of the mailing list is described in Appendix Be
The companies were selected judgementally rather
than randomly. Use of a random sample would not be
effectively because of possible low response rate in general
and higher response rate from those companies which have
sales training programs than from those not having sales
training programs. A judgemental sample is adequate for
this quasi-descriptive study. The merits of sales training
have been taken for granted. No survey finding alone will
directly indicate a conclusion, but implication and
reasoning will be included to make sense of a point.
72.0 SALES FORCES IN DIFFERENT KINDS
OF BUSINESSES AND COMPANIES
2.1 Major Businesses and Associate Businesses
Three hundred twenty-eight questionnaires were
sent to different kinds of companies which included
importers, wholesalers, manufacturers and service firms.
Ninety-six percent of these were addressed to the Sales
Manager, Personnel Manager, Director or owner-manager,
according to knowledge about the company. About two-thirds
of those firms are the larger companies in Hong Kong.
Sixty-one out of the 328 companies returned complete
questionnaires and seven replied with partially filled
questionnaires because. they have no sales forces.
Some of the companies represented by these
sixty-one respondents are engaged in more than one business,
as shown by their multiple answers to some questions. For
example, an importer may be selling both consumer goods
and industrial goods to wholesalers, retailers and
manufacturers. In Hong Kong, many importers also do the
wholesaling jobs. Table 2.1 lists the general classification
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of-the sixty-one companies according to their products
or services. As some of them have more than one major
product line the total number is greater than
sixty-one.
TABLE 2.1
RESPONDING COMPANIES' BUSINESSES CLASSIFIED






Total product lines 79
Similarly, the companies may be engaged in more














One way to understand the multiple-business
natures of these companies is to assume that each of them
has only one major business and to regard other businesses
as associate business. Then the number of associate
business can be calculated as follows:
Total number of business 110
61Number of companies (respondents)
Number of associate business 49
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This calculation then brings out the question:
What ark' most of those associate businesses? A close
look gives the following characteristics of companies
that account for a great part of the forty-nine associate
businesses:
TABLE 2.3
A PERSPECTIVE OF THE ASSOCIATE BUSINESSES
Associate Businesses
Major Business Wholesaling Retailing
Importing 12 6
69Manufacturing (local)
Marketing (foreign 6 3companies)
27 15
Total= 42
It can be seen that out of the forty-nine associate
businesses forty-two are due to the fact that many
companies go forward one or two steps in the marketing
channels. This is not unusual because Hong Kong is a
compact society and-has a. good infrastructure. One sales
executive of an importing-firm said that he sold to both
wholesalers (or dealers, as they are usually called) and
retailers but, according to common practices, he should
charge the retailer a price greater than or at least
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equal to the wholesaling price. He was always kept
informed about the price fluctuation. The same practice
can be found in many other trades, he added. Usually
the importers call an independent wholesaler a dealer.
Since this kind of parallel marketing operation is common
in Hong Kong, it cannot be neglected in discussing the
use of sales forces.
2.2 A Common System of Distribution Channels
As so many companies can perform the wholesaling
function themsdlves,-why do they still sell to dealers?
Several sales executives gave'the-following reasons:
1. When an import company is newly established,
it usually depends on the dealers to introduce
its products and develop sales. It takes.a
long time before an import company establishes
its own reputation, connections and.a sales
force which are strong enough to eliminate
the need to'use dealers.
2. The Chinese who run the small retailing and
industrial companies are more comfortable with
well-established connections and they do not
1Hereafter, unless otherwise stated, dealer
refers to wholesaler only.
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appreciate aggressive new vendors very much.
3. Dealers are specialized in certain businesses,
for example groceries, provisions, industrial
chemicals and metalwares. Retailers and
industrial consumers like to buy a great
assortment of goods from a few dealers. On
the other hand, an import firm may trade in
a variety of product lines (e.g. importation of
both cosmetics and industrial chemicals), or
a local manufacturer may produce different.
kinds of products (e.g. plastic toys and
plastic utensils). The dealers are middlemen
who make things easier for both sides. They
keep inventory and extend credits, and thus
benefit both parties also.
But there are also, disadvantages of selling
through dealers:
1. A dealer gets similar products from different
suppliers. They control the suppliers' sales
to some extent. The controlled situation is
not welcomed by aggressive suppliers.
2. The dealers, collectively tend to control prices
and manipulate on supply and demand. Very often
they enjoy higher profits than importers and producers.
13
In such circumstances, three kinds of suppliers
(importers and manufacturers) can be found:
(a) Companies which sell wholly through dealers.
(b) Companies which sell through both dealers
and their own direct channel.
(c) Companies which sell directly to retailers
and industrial consumers.
Companies in (b) and (c) have to establish their
wholesaling facilities,. of course. When a company grows,
it often evolves along the direction from (a) to (c). It
also means that the. company. has to develop its sales
force. Sales training, then, becomes a matter of concern.
Throughout the.follo.wing analysis in this study,
wholesaling being a common associate'business in Hong
Kong will be recognized.
2.3 The Size of the Sales Forces
The first important thing to understand about
the respondents is the size of their sales forces.
Question no. 5 let the respondents check the appropriate
ranges of number of salesmen under different job titles.
The question in:
14
5. How many salesmen (sales ladies) do you currently
emtiloy?





The question was so designed to facilitate the respondents
in certain cases. For example, a company. may have-part-time
salesmen while another-company may have engineers doing
.both sales and technical jobs. It is also possible that
a training officer does not exactly know the current
number of sales people. Precise numbers are not necessary,
but numbers within small ranges are adequate for a-
c©llective study. Most respondents indicated ranges by
using check-marks, though some of them put down the
exact numbers of their sales people. The mid point of a
range is used to represent an indication of this range
when the sizes of sales forces of different groups of
companies are calculated. Wherever an exact number is
given, the number is used. The bases for calculation
are drawn up as follows:
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Number of Sales People




16 & over 18
Exact numberExact number
The average number of sales people of a group of companies
can then be calculated. In Table 2.4, numbers of sales
people under different job titles are compared with
regard to. whether the companies' products are consumer
goods, industrial. goods, or services, etc.
In this table, twenty-two companies of category A
are those selling consumer goods only. Category B is
companies selling solely industrial goods. Four services
firms are in Category C. Companies giving multiple
answers, i.:.e. companies selling more than one of these,
are separated and grouped in Category D'for clarity.
This was done also because the number of companies in




AVERAGE NUMBER OF SALES PEOPLE UNDER DIFFERENT
TITLES VERSUS COMPANY'S PRODUCTS
Average Number of Sales People
Sales Sales
Particular Rep.Salesma TotalEngr. Other
A. Consumer
8.5 0.2 0.1 12.73.9goods (22).
B. Industrial




2.9 11.03'. 9 4.2(17)
11.8Overall Average
It appears that the sales manpower level for
services is greater than that for consumer goods, and the
level for consumer goods is greater than that for
industrial goods as well. That the four services firms
show high sales manpower is to,be expected as one of them
is an insurrance company and. another one is a shipping
company. The other two have not specified but it is
likely that they are businesses in similar fields such as
finance, transportation or businesses related to mass
media in view of the questionnaire mailing list and the
higher response rate of such companies. Except such
kinds of companies there are very few pure services firms
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in Hong Kong because the Colony is a developing country.
For services firms to have the highest level of sales
manpower is to be expected. In the other cases where
services is only an associate business, situations are
different. For example the service may be technical
consultancy or support offered by companies selling
industrial equipment.
Usually a company assigns salesmen to a number of
districts within the Colony. It seems that there are not
great differences among manpower levels for services,
consumer goods for industrial goods though the districts
for different kinds of products are defined differently.
From the data in Table 2.4, services firms need 14.3 people,
consumer goods companies need 12.7 people and industrial
goods firms need about 11 people, on the average. This
reflects somehow the compactness of the Hong Kong Community.
Industrial districts, commercial districts and residence
districts are, largely speaking, interwoven in this small
Colony. According to the Hong Kong Government's demarcation,
there are ten urban districts and seven suburban districts.
Assigning one salesman to each district is a normal practice
and therefore the three average figures stated above are
not meaningless if they are compared with the number of
commonly-recognized districts.
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The number of sales people required by a company
depends, of course, on. other important considerations.
One of those considerations is who are the company's
target customers. Question no. 4 asked the respondents
to indicate their customers. The question is:







Most.companies gave more than one answer to this question
regarding who their customers are, as shown in Table 2.5.
In this table, companies selling to only one kind of
customers are listed. All other companies selling to
more than one kind of customers are grouped together.
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TABLE 2.5
NUMBER OF COMPANIES BY CLASSIFICATION OF CUSTOMERS
Number of CompaniesCustomers





More than one kind 44
Total 61
Companies selling to only one kind of customer are
few. There is no justification to study them with respect
to size of sales force. However, one exception is made with
those selling solely to factories. In terms of sales force,
these companies are found to be at both ends of the
distribution., i.e., either in the lone to five' group or
the 'sixteen or over'. It appears that companies selling
machinery and equipment need the least people and companies
selling components and supplies need the most.
With regard to company selling to more than one
kind of customer, their answers to question no. 4 are
dispersed. At one extreme a company has two kinds of
customers at other extreme another company has seven
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kinds. It is difficult to analyse the relationships
between variety of customers and size of sales forces.
However, one important characteristic still merits attention.
Out of the forty-four companies, twenty-one are selling.
to both wholesalers and retailers. This can be related
to the previous analysis in section 2.1 where Table 2.3
shows that twenty-seven companies have wholesaling as
associate business. Here the twenty-one companies may
or may not be selling to,other kinds of customers as well.
The. average of their sales manpower is 15.2 which is much
higher than the sixty-one companies' average (11.8 as
shown in Table 2.4). That these kinds of companies
selling to both wholesalers and retailers have needs for
more sales people than others is obvious. As previously
stated, such a kind of parallel operation in a city is
regarded worthwhile. by many companies here in Hong Kong.
2.4 A Note on Cultural-managerial Differences1
It is many people's impression that western
companies are generally more aggressive than Chinese
companies in marketing. andarticularly in eauiDina
1 Cultural-managerial difference refers to
difference in managerial styles that can be discerned by
the management people's cultural background. No attempt
is made to deal with mere cultural factors or mere
managerial factors, just as socio-economic study-is
different from social study or economic study.
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sales forces. Among western companies there are also
differences between companies of different management
styles. On the other hand, there would be something
different between Japanese and Chinese firms. The
management styles are often related to the nationalities.
of the companies' directors, who always conform to the
management practices in their home countries. This factor
must be taken into account in studying development of
sales manpower and related practices in sales management.
Question 3 was raised in this matter:
3. Which of the following can best describe the principal





Japanese,(5) (10) Others (please
specify)
The principal ownerships of the sixty-one companies
are shown in the following table:
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TABLE 2.6
PRINCIPAL OWNERSHIPS OF THE RESPONDING COMPANIES
Number











It can be said that this distribution does not
deviate very much from the real situation. The greatest
percentage is Chinese firms. But they do not constitute
a great majority. More than 90% of the local Chinese
manufacturers are producing goods for export. Most large
and prominent importing firms are either British firms or
Chinese-British joint-ventures. But the number of
American firms is greater than that of British firms.
About 40 per cent of foreign-owned manufacturing and
marketing companies in Hong Kong are American. The
sixty-one respondents. havin sales forces are judged to be
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representative of the larger, more prominent companies.
However, these companies' sales manpower levels should
not be directly compared. A basis for reasonable
comparison is required. Again, the twenty-one companies
which sell to both wholesalers and retailers are used
here because they are very common in Hong Kong, and:other
combinations of answers to question 4 are too dispersed.
In addition, it is more likely that these firms would
have similar size and structure of-sales force because
Hong Kong is such a compact city.- It has been found that
there- are only four kinds of principal ownerships of these
twenty-one companies. They are Chinese,. American,
British and Chinese-British. Since a Chinese-British
firm in Hong Kong is not much different from a pure
British firm in terms of management style, the last two
kinds of companies are grouped together for calculation
of sales manpower levels, as shown in Table 2.7.
TABLE 2.?
SALES MANPOWER LEVELS OF COMPANIES SELLING TO BOTH
WHOLESALERS RETAILERS VS. PRINCIPAL OWNERSHIPS
Principal ownership of




British Chinese British 13.0
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The-above results justify most people's
impression that'American firms have larger sales forces
and the Chinese firms have the smallest while the British
are in between. As is usually interpreted, the factors
are related to differences in cultural-managerial
styles. The American are most aggressive and the British
are somewhat conservative. The Chinese businessmen
depend heavily on connections and have little regard to
employees' abilities. Hence,'many of them do not consider
sales training important.
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3.0 THE DEVELOPMENT OF SYSTEMATIC SALES TRAINING
3.1 An Historical Review
Systematic sales training began in the United
States, around the year of 1900. One of the readings in
an old book1 published in 1914 showed that'sales training
was still a new idea*at that time. The article, named
When The Salesman Goes To School, started with:
Twenty-five years ago, the
manufacturer made his line and considered
his tas1 ended. The salesman was counted
upon to do the rest. So much was
expected of him that less than ten per
cent of all applicants made good the
rest fell down with loss to themselves
and greater less to the house. No effort
was made in those halcyon days to educate
a salesman.
in Hong Kong, not many companies conducted sales
training courses before 1950, as suggested by the answers
to questions 6 and 12. Among the sixty-one companies
which have sales people,. twenty-one are old firms
established before 1950. Most of them are now among the
1B.C. Bean, When The Salesman Goes to School,
Sales Management (Chicago: A.W. Shaw Company, 1914), p. 146.
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larger firms in Hong Kong. Five out of these twenty-one
had sales training courses at that time. The actual
portion of companies having sales training courses.then
must be lower than this ratio because companies having
a formal course tended to reply to the questionnaire while
those having no formal course did not. Particulars of
those five companies are described below:
TABLE 3.1
THE FIVE RESPONDING COMPANIES WHICH HAD SALES
TRAINING COURSES HEFORE 1950
The Major Business
Companies' Associate Principal
Products Business Ownershiu Remarks
1. Consumer Local manufact- Chinese
urer wholesalergoods
2. Consumer local Chinese
industrial manufacturer
goods
3. Consumer Marketing branch U. S. (Pharmaceutical
of foreigngoods Veterinary)
manufacturer
British4. Consumer Marketing branch General
industrial of foreign Electric
goods Corp.manufacturer
engineering firm (H. K.)
5. Other Marketing branch British
of foreign
manufacturer
It seems that most companies having sales training
courses were marketing branches of foreign manufacturers.
Some relatively large local manufacturers also had sales
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training courses. No importers and wholesalers can be
found in this group. At that time, there were more British
marketing companies than American marketing companies in
Hong Kong. British firms like ICI, GEC and American firms
like NCR were typical of such companies. NCR was a leading
company in marketing at that time, both in U.S. and Hong
Kong. The above-mentioned article When The Salesman. Goes
To School stated that:
The methods of the National Cash
Register Company have become classic in
the annals of salesmanship. To take the
inexperienced man, educate him, drill him
relentlessly in school more severe than
that of experience and cause him to make
himself a success, is an accomplishment
full of inspiration and suggestion to
the progressive sales manager.
In.-,concluding the article, the author called the
sales training course 'scientific training'. He'said that
scientific training was fast becoming recognized as the
only sure means of increasing the efficiency of the sales
force, whatever the numerical strength of that force might
be.
The term 'scientific training' was not popular
nowadays formal sales training itself has become so
popular that no one uses a specific term for it. However,
we may nevertheless call it 'systematic sales training'
to distinguish a program basically in the form of a course
28
from other unstructured ways of training. This serves as
an operational definition of sales training in this study.
Foreign companies,.which had realized the benefits
of systematic sales training, transferred their practices
and know-how in this area to Hong Kong. Along with
advancements in psychology and marketing management,
systematic sales training has become more and more
sophisticated in the developed countries. Today many
foreign companies in Hong Kong keep abreast of practices
in their parent companies. Naturally, a number of local
Chinese companies have adopted these practices.
Respondents were asked to indicate when they had
started a sales training course. The answers are given in
Table 3.2.
TABLE 3.2
NUMBER OF FIRMS STARTING SALES TRAINING COURSES IN
SAME PERIOD/YEAR WHEN SETTING UP SALES FORCES
No. of Firms which hadNo. of Firms which
Sales Training CoursesFirst Employed A











Doti' t know 1
61Total 21
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The left column of Table 3.2 gives the numbers of
firms, in chronological order, with respect to which
period/year they first employed a salesman. The right
column lists those companies which started a.sales training
course in the same period/year. It shows that before 1956,
few companies had systematic sales training immediately
after they first employed a salesman. The.real percentage
of companies doing so might be less in view of the fact
that the responding group is sales-training-biased.
After 1956, more firms started sales training
courses in the same period/year when they set up-their
sales forces. The fraction of. such firms increased in
the first three years of 1970's. However, the situation
is not clear in 1974 and 1975 because of the economic
recession. Comparing the totals of two columns in
Table 3.2 indicates that the ratio is still low, bearing
in mind that this is a sales-training-biased group.
It is understood that many companies have a sales force-
of only a few people and they see no justification 'for
a training course. However, in-depth analysis has shown
that systematic' sales training can be worthwhile even
the size of sales force is small.
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TABLE 3.3
RESPONDENTS SALES TRAINING COURSES STARTING IN A
LATER PERIOD/YEAR AFTER SETTING UP SALES FORCE
No salesNumber of sales training courses
trainingDon'tPeriod/year started-in a later period/year
courseknowin which
1950 1956 1961 1966 until enwhensales force
started of 1975was set up
1955 1960 1965 1970 74 X1975I7, 1731721











11 1 1 1 1 2Total 284
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The companies starting sales training courses in
later days are those which either grew begger or realised
the benefits of systematic sales training. However, an
overall picture of the responding companies, which
constitute a sales-training-biased group, indicates that
46 per cent (28 out of 61) still had no formal training
courses by the end of 1975 when the survey was conducted.
3.2 Inclination to Sales Training
It has been found that twenty-eight out of
sixty-one companies did not have sales training courses
by the end of-1975. The ratio of '28/61 is 45.9 per cento
Similarly those firms' busixiess1, .major and associate
counted' collectively, show almost the same proportion of
concerns having no sales training. This can.be seen from
Table 3.4, where all the major or associate businesses
are listed. The left column-is a recapitulation of
Table-2.2 in the last chapter. Out of the total 110
businesses, fifty-one do not use sales training. The
ratio is 51/110 or 46.4 per cent.
Businesses here means the trades that the firms
are engaged, as discussed in Section 2.1, Tables 2.2-and 2.3.
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TABLE 3.4
TRADES IN WHICH THE COMPANIES ENGAGED IN RELATION TO
USE OF SYSTEMATIC SALES TRAINING
Use of Sales Training
Major and
NoYesTotalAssociate Business
Chinese-3 Chinese-825Importer 151io Others -7Others-7










In most businesses in terms of trades, more firms
make use of sales training than not. The importing
business is the only case of the reverse. Many aspects
of importing business are similar to the foreign marketing
firms but the-use of sales training is highly disparate.
This is because many Chinese importers do not have sales
training, as shown.by the analysis of the responses in
Table 3.4. In the analysis the businesses are divided
into two.groups: one consists of Chinese firms and all
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other foreign firms including British and foreign-Chinese
joint ventures are grouped together as 'others'. Most of
the Chinese importers are found not to have sales training.
One of the reasons may be that a number of them are not
doing wholesaling. In the wholesaling business, more
Chinese firms have sales training because they have larger
sales forces.
Though small companies can beneficially make use
of sales training, e.g., using sales training as part of
the process of selecting new salesmen. The principles
are not understood or accepted by many _of those firms.
For this we look into the size of sales force in relation
to the existence of sales training programs..
TABLE 3.5
SIZE OF SALES FORCE WITH RESPECT TO THE
USE OF SYSTEMATIC SALES TRAINING
No. ofNumber of Conducting Sales Training Program
Yes NoSales People Firms
18 111 to 5 7
6 to 10 11 4 7
11 to 15 11 6 5
16 & over 21 16 5
61Total 2833
34
Table 3.5 shows that when the number of sales
people is less than ten, most companies have no sales
training whereas when the number of sales people is greater
than ten, more companies tend to have training programs.
Out of the thirty-two companies which have more
than ten sales people, 31 per cent still do not have sales
training. It should be recalled that the responding group
is a sales-training-biased one. The actual proportion of
firms not having sales training would be higher.
3.3 The Advantages of Systematic Sales Training
If a company does not understand the benefits of
systematic sales training, it will never start one. The
cost of a sales training program is tangible but the
benefits are difficult to measure directly. A firm would
not try to conduct a sales training course simply because
management knows that other people are doing so. The
advantages must be identified.
The operational definition of 'systematic sales
training' should be reiterated here. 'Systematic sales
training' in this study refers to a sales training program
mainly in the form of a course. Strictly speaking, every
salesman receives training from his supervisor in hundreds
35
of informal ways. All the sales manager's verbal or
written instruction can be regarded as part of informal
training. This study is not dealing with such unstructured,
continuing, informal training, but rather with structured,
initial, formal training, Initial training means a
programmed course given to newly-recruited salesmen,
either experienced or inexperienced. By 'systematic sales
training? we also mean-.,occasional training.course.s or
refresher-courses given to veteran salesmen in a company,
either because. of a new marketing mix or need for
strengthening. Programs of such kinds are still in the
form of a course, not presented in unstructured ways.
However', these occasional programs are not often conducted.
Whenever 'systematic sales training fails to adequately
describe both kinds, the term refers to the initial
training only, unless otherwise specified.
In last section it has been mentioned that even
small companies can have. systematic. sales training
because the training can be part of the selection process.
If- a firm wants to employ only one salesperson,. at a
particular time, it is'still feasible for them to recruit,
e.g., three people, and.then train them through a short
course. Eventually, only one eligible candidate will be
selected. This method is not uncommon in Hong Kong.
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Many applicants are willing to accept such a selection
process, as pointed out by some sales managers.
The basic rationale for systematic sales training
lies in the difficulty of obtaining 'Good Salesmen'. The
supply of salesman is not limited, but the supply of really
'good' men in the selling profession is distinctly scant.
In today's keenly competitive business world, one just
cannot 'hire proven salesmen and turn them loose'**' A sales
manager can never be sure about a 'proven' salesman until
he really does a good job, let alone that superficially
proven salesmen are difficult to get.
First, the supply of proven salesmen is
so scant that only a few firms can
follow the policy (to hire proven men and
turn them loose) clearly, a great deal
of sales training must be done by some
one to create an adequate supply of able
salesmen.
Second, proven salesmen do not come cheap
what a firm saves in training costs may
be more than lost in higher wages costs.
Third, the sales results of firms that
have developed excellent sales training
programs have been so good that the
thoughtful sales manager has been forced
to develop such training programs for
his organization. Simplylstated,
sales training pays off.
William J. Stanton & Richard H. Buskirk,
Mana ement of the Sales Force (4th ed. Homewood, Illinois:
Richard D. Irwin, Inc.*., p. 294•
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Even if a sales manager can select really tprovent
salespeople after great efforts and funds, their abilities
still have to be cultivated to secure the best use of them
for the company. No one can be equally good for one
company and for another. Higher recruiting costs should
not be wasted by having no immediate proper training. On
the other hand, low recruiting costs must be followed by.
proper training to avoid future waste. The value of
systematic sales training invariably pays off the company.
If the 'pay-off' sounds not attractive enough,
one should look into the following positive accomplishments
that systematic sales training can attain:
1. Improved customer relationships
2. Higher. productivity and lower
selling cost
3. More.effective administration and
control
4. Higher degree of motivation and
better morale
5. Lower turnover.'
If a manager believes in the results of good
systematic training, then he will be interested in what
is to-be done in setting up the program. Every book in
sales management has one or more chapters dealing'with
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sales training. This study, however, is only concerned
with the current practices in Hong Kong and this will be
treated in the next chapter.
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4.0 ORGANIZATION AND CONTENTS OF SYSTEMATIC
SALES. TRAINING
4.1 Who Is Responsible For the Training?
The first thing we want to know about systematic
sales training practices in Hong Kong is who usually does
the training. In general, there are three basic sources
of-trainers: 1 (1) regular line executives, (2) staff
personnel, (3) outside specialists. This classification'
was adopted in Question 13, but in more practical
designations. Answers to this question show that there
is no personnel department staff doing the training, but
six companies have training officers assuming the
responsibility. In Figure 4.1, three groups of trainers
are shown diagrammatically. Here the 'other' jointly
responsible trainers are neglected because the firms all
failed to indicate who they are. However, one firm which
has the 'other' person as the only trainer is noted.
Most of the responsible trainers are sales
supervisors because most of the companies cannot justify
1William J. Stanton and Richard H. Buskirk,
Management of the Sales Force (eth ed., Homewood, Illinois:












PLUS 1 utiner person
Total= 33 firms
the cost of employing outside specialists or training
officers. There are other reasons for training by sales
supervisors. Line sales executive's words carry much more
authority than those of staff people or outside specialists.
He can train them to sell as he wants. He knows what
selling techniques have been successful while the staff or
outside trainers usually suppose what would be successful.
Further, training offers a good opportunity for the sales
supervisor to become acquainted with the trainees. If the
training is part of the selection process, then it must be
conducted by the sales supervisor. If there is an
evaluation of the trainees for appraising the program
itself, for allocating different sales jobs or territories,
or for any other purposes, sales supervisors who train
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their own sales people are better able to evaluate the
ability of each trainee. However, the disadvantages of
using line personnel are the lack of time and the lack of
teaching ability. Many people who are experts in their
fields are unable to communicate their brilliance to others.
If the sales supervisor cannot give adequate attention to
the trainee, as too frequently is the case, then the whole
program may fail.
A number of companies which have larger sales
forces can afford the costs of staff trainers or outside
specialists. In Hong Kong, salesmen's job tenure is very
unstable. First, the salesmen are held in low esteem by
the public, even much lower than their counterparts in the
Western countries. Some young men quit after training
because they are not confident in doing a good sales job or
they get another non-sales job. Others may quit after a
couple of months for similar reasons. Second, an experienced
salesman can easily hop to another occupation because of
the compact nature of Hong Kong. Therefore, if a company
needs considerable sales manpower, it may have to conduct
sales training courses continuously, in spite of whether
the company regards the training as part of the selection
process or not. In such cases, it is worthwhile for the
company to hire a staff trainer. A person specifically
hired to handle the training program can attend to all
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details and prepare necessary materials. In addition, the
staff trainer can be an excellent teacher with thorough
understanding of the problems of educating people.
Frequently, the staff trainer's time is less expensive
than the sales supervisor's time to the company. Moreover,
when a staff trainer is used he is able to do far more than
only training the firm's salesmen. His department can
operate courses for distributors. A British firm selling
industrial chemicals in Hong Kong conducts a course on
'how to start your own dyeing factory'. Anyhow, if a
company can keep the staff trainer busy, the cost should
be justified. American International Assurance Co. in Hong
Kong has a training department. However, the company has
to prevent an ambitious staff trainer from over-training
the salesmen, for the danger of empire-building always
exists when a staff activity is added. Even if the cost of
a staff trainer is justified, it-'..is not always true that
the firm's resources have been utilized efficiently. The
training officer does not speak with the authority of a
sales supervisor. In view of the many advantages of having
the line sales executives involved in the training, most
companies prefer line and staff trainers jointly responsible
for the training, as can be seen in Figure 4.1. Out of
the six firms which have staff trainers, only one wholly
relies on the training officer. Similar cases with outside
specialists are found, as shown by the symmetric numbers
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in Figure 4.1. But the outside specialists seldom
administer an entire training program. Usually they
specialize in selling techniques. Several organizations/
firms provide such training services in Hong Kong. The
government-sponsored Hong Kong Productivity Center is an
example. An employment agency offers such service also.
Sometimes an American sales consultant who has come to Hong
Kong to work for a consulting firms on free-lance basis
may take up such a position. But only the big U.S. companies
here can afford that. Kodak and another American petroleum
company are two of the six firms which use outside
specialists. In general, if a company has sales supervisor
and outside specialist jointly responsible, the training
program consists of two parts, selling technique training
and product knowledge teaching. If a company has the
training officer and sales supervisor jointly responsible,
the training officer bears the major load and sales:
supervisor presents selected topics.
4.2 Time Span and Time Distribution
While it is not possible to generalize the cost of
sales training programs in Hong Kong, at least we can deal
with one aspect. The time span of training course may
reflect, to a.certain extent, the total effort spent by a
company. Answers to. Question 15 are listed in Table 4.1.
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TABLE 4.1
DIFFERENT TIME SPANS OF RESPONDENTS'
SALES TRAINING COURSES
No. of companyTime span of sales training course
2One day
Two to three days
Four days to one week 5
26More than one week
Total 33
The two firms having.a one-day course are both
selling consumer goods. One is a local manufacturer of
Chinese-British joint-venture. Another one is a British
firm doing wholesaling solely. This is the only British
wholesaler in the responding. groups, not counting
another British firm which is engaged in importing,
wholesaling and manufacturing. It may be implied that
some'British firms recognized the importance of sales
training, but their courses are not very lengthy. In
addition, it is not likely that industrial goods salesmen
can be trained in a very short time.
There are no training courses of two to three days
as far as*the respondents are concerned. This is probably
due to the fact that the sample.taken is not large enough.
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In reality, there certainly are programs of such a period.
A non-respondent company selling encyclopedias and
magazines is known to be conducting a three-day's
training course. Further down the list, five companies
have sales training lasting four days to one week. No
special characteristics are found common to this group.
A great majority of the sales training courses
last longer than one week. Out of these-twenty six
program, twenty are in school-field-school form, as
determined by the answers to Question 20. Programs in
such form enable the trainee to go out and practise what
he has learnt in the first part of training. In some,
cases the-trainee first follows a veteran salesman or the
sales supervisor to see and feel the real situation. Some
companies even program the training in two periods of
field learning sandwiched between three parts of schooling.
Some other firms have flexible training schedules. For
example, one companyts program may consist of two. full-day
orientation training. After that, the sales manager
spends three hours per*day with the trainees and then
sends them out for the rest of the day. This is a very
economic and effective way to accomplish the training.
After field learning and practice the trainee can bring
out particular problems that will draw the trainerts
effort toward more promising facets. All these, of course,
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require weeks of time. However, the Crown Motors Ltd.,
a British-Japanese joint venture selling Toyota automobiles,
did not use such methods although their training course
lasts two months.
Most-of those programs longer than one week
employ extensive training methods, including visual-aids
demonstration and group discussion, which will be gone
over later in this chapter. It appears that an earnest
program always requires more than one week's time. The
time and effort should be worthwhile in view of the fact
that many companies are doing so.
Question 16 is concerned with the time allocation,
in general, among three major parts of sales training,
namely, product (service) knowledge, selling techniques
and other as a whole. Respondents were requested to. give
the approximate percentage of time spent in each part.
This may be a difficult question to answer because it
requires a very clear picture of the training program.
Four respondents failed to*answer this question and just
skipped it. The other twenty-nine companies gave a time
distribution which may or may not be accurate. Hence we
shall .not expect much significance here. 'For the sake of
clarity and simplicity, seven companies are excluded
because they are engaged in more than one field in terms
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of consumer goods, industrial goods and services.
Information about the remaining twenty two companies are
given in Table 4.2. A diagramatic interpretation is shown
in Figure 4.2.,
TABLE 4.2
TIME DISTRIBUTION OF RESPONDENTS' SALES TRAINING




21.5%10 32.0% 46.5%Consumer goods
26.1% 18.3%55.6%Industrial 9
13.4%Services 3803% 48.3%3
Industrial goods require more time in product knowledge than
services, and services require more time than consumer
goods. Services need most training in selling techniques
because they are intangible goods. The above statements
must be carefully judged. There is no ground for saying
that the percentages listed here are reasonable or not.
Time and effort should depend on characteristics of the
individual company and. product. Out of those nine
companies selling industrial goods, two of them spend
90 per cent of their time in product knowledge. That is










as the company sees it. However, if the company feels that
some poor performance could be related to sales training,
it should review the training program in this respect.
Part of the salesmen's efforts in dealing with detailed
product information may be replaced by more intensive
supporting materials for presentation or supporting/
servicing personnel. That means an overall revision of
personal selling methods is required.
4.3 Contents of Sales Training Other
Than Product Knowledge
Sales training has many aspects. Question 17
could not possibly cover each and every aspect. However,
it includes most of the usual topics found in sales
training. Some items are not applicable to a particular
firm or product. For example, some companies' salesperson
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do not need to know anything about sales letter writing,
telephone technique, commercial law and practices, etc.
Most literature on sales training regards items no. 1 to
no. 7 as the basic requirements. These seven items merit
our special attention.
TABLE 4.3
A TABLE OF CONTENTS OF RESPONDENTS'
SALES TRAINING COURSES
No. of Percentage
affirmative (of total 33}Item
1. Identifying the right
84.8928customer
18 54.5%2. Psychology of the prospect
183. Overcoming objections 72.7%
264.• Making the close 78.8%
81.8%275. Company policies
26 78.8%6. Company procedures
25 75 .8%7. Salesman's job description
25 75.8%8. Time and itinerary planning
109. Sales letter writing 30.3%
1510. Telephone technique 45.5%
11. The receptionist and the
21.2%7prospect's secretary
12. The post-sale follow through 25 75.86
13. The evaluation used by supervisor 14 42.4%
66.7%2214. Competition
27.3%915. Commercial law and practices
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Item 1 is of vital importance. If a salesman
picks up a wrong prospect, he will waste'all his efforts.
It is of no use to present the features of a particular
detergent to a housewife who-has an amah (the name for
maidservant in Hong Kong). Cases are worse in industrial
sales. One study found that 64 per cent of industrial
calls are made on the wrong person.1 An American sales
consultant puts it as 'Mr. Wrong Man:' This is because
industrial buying involves complicated decision making.
The decision making process varies from company to
company.' The salesperson must.identify who is the key
person or who are involved in the whole process.
Naturally, identifying 'Mr. Right Man' should be the
first important topic in sales training. No product is
suitable to everyone. Even-in selling insurance, a
salesperson should know to whom he or she is really
selling. For.example, if a man shows no favorable attitude
toward life insurance, the salesperson might have to turn
to his spouse. Sales training is aimed at efficient and
effective use of salesperson's energy it should enable
the.trained people to correctly identity the best
prospects. So far as the thirty-three companies are
1 64 der Cent of Industrial Calls Are on the
Wrong Man, Sales-Management (February-69 1959), pp. 53-569
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concerned, about 15% of the sales training programs ao noti
include this item, as shown-in Table 4.3. There may be
room for reinforcement in these programs.
Teaching the trainee various aspects of buyer
psychology is important. because it supports all the
underlying philosophy. If the trainer demonstrates 120
questions to arouse the prospect's interests and asks the
trainees to remember all those questions, this would-
probably bring immediate results. after training. Such
techniques are good, but a salesman does not really
improve his performance after a period of time- as a result
of practical experience, because he keeps mechanically
trying standardized techniques or presentation. On the
other hand, if he gets a good understanding of the
prospect's psychology, he may be-more potent and creative.
Table 4.3 shows that about'half of the programs do not
pay attention to this. This may be because of lack of
recognition or know-how. Generally speaking, this is
a difficult topic because it requires a fusion of knowledge
in psychology and field experience. For any sales
training program, either with or without this topi'c, this
is always an area subject to continuous review and
consideration for improvement.
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The old days when a man makes a better mouse
trap .....the world will beat a path to his door have
gone.. Today the situation is the opposite. No matter
how good your product is, the prospect naturally says
No at first. Sales training experts today are talking
about 'Pre-handling objections', 'Sincere and insincere
objections', 'emotional and facetious objections' and
'reasoned objections', etc. Item 3 seems indispensable.
For those companies which train salespeople without regards
to this topic (close to 30% as suggested in Table 4.3),
an expert's words are informative: selling starts when
the prospect says NO. The effects of a sales training
program might be doubled or tripled if this topic were
included.
Closing of a sale is not an automatic result.
The closing action itself requires techniques. The trainee
must be taught when to close and how to close. An expert
suggested six closing techniques:1 direct close,
assumptive close, alternative close, step-by-step close,
supposition close, and provisional order close. Nothing'
is simple. here. Yet some companies do not'pay any
attention to this. As shown in Table 4.3,.more than
Philip R. Lund, Compelling Sellin (London:
The MacMillan Press Ltd., AMACOM, American Management
Association, 1974), pp. 195-202.
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one-fifth-of the'sales training programs don't include
this topic. Salespeople trained without regards to this
topic may have to learn by themselves through a low-
productivity period.
Item 5 .and item-6 concern orientation to guide
the salespeople to do the right things in the right ways'
as the company wants, both externally and internally.
Item 7 deals with specific matters to facilitate,
administration. Their importance are obvious. However,
some companies' programs neglect them. It does not mean.,
that those companies do not have to cover them. They just
defer them to later days, adding-more burdens to the sales.
supervisors.
Items 8 to 15 may or may not be applicable
depending on the company and product. Table 4.3 shows
that three items in this group are very common. They are
item 8, time and.itinerary planning (75.8%) item 12, the
post-sale follow through (75.8%.) and item 14, competition
(66.6%). But not much can be done about those three
items in initial training. Much is learned later in
practice under good supervision.
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4.4 Teaching Methods
Respondents were requested by Question 18 to
check the usual teaching methods. The answers are listed
out in the following table.
TABLE 4.4
A LIST OF TEACHING METHODS USED IN THE
RESPONDENTS' SALES TRAINING COURSES
No. of. Percentage
Methods







Except for two firms selling industrial goods
which indicated they used visual-aids demonstration only,
all other programs have lectures. In general, lectures
are indispensable, but the amount of lecturing should be
limited. Lectures are relatively ineffective for
teaching salesmanship. Visual-aids demonstration is more
impressive. The visualization of any point, either in
product knowledge or in selling techniques, increases the
likelihood of its being learned. Very often, subjects
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are so complex in nature and have so many inter-
relationships that they can only become clear to the
student'who actually observes these relationships. About
half of the programs here have visual-aids demonstrations.
Modern educational theory favors participation by
students. Group discussion is one of the effective.
instructional methods.-and it is especially useful for 'a
practical training course like sales training. Table-4.4
shows that more than half of the programs are taking
advantage of group discussion.
About one-third of the companies make use of
role-playing methods. The others either don't know about
this method or do not believe it is particularly useful.
There have been arguments about role-playing. Some
companies think that it is not a wholly realistic model
because of the presence of a trainer. One author of
sales management literature discussed some reasons against
role-playing: 1
1 Douglas W. Smallbone, Control of the Field Sales
Force, (London: Staples Press,, pp. 296-297*
56
".... the role-playing situation was
generally most unrepresentative of the
real world, in many cases often to the
point of absurdity..... the result was
likely to be far from the real thing,
and thus meaningless for training via
role-playing. At best it would be
regarded as fun by the salesman- at
worst it would devalue the whole concept
of training as being of value to the
salesman in increasing his performance.
However, the same author saia that many companies
adopted this method because it is so dramatically-better
than any classroom training.... tackled in the right way
it can be a powerful method of instilling the right job
habits.1 In Hong Kong, group discussion and role-playing
should have their places in sales training. Largely
speaking, Chinese people are more introverted than Western
people. The Chinese in Hong Kong are either brought up by
conservative Chinese or British educational traditions
which do not encourage learning by participation. Many
sales trainees shy away from selling after completing
training only because they still have no confidence. If
a sales training program makes use of general participation
then it can arouse the interests and confidence of the
trainees, and eventually the returns on training investment
will be higher. Group discussion and role-playing methods
1Douglas W. Smallbone, Control of the Field Sales
Force, (London: Staples Press,, p. 297
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are particularly useful in influencing attitudes and
promoting confidence of Chinese trainees in Hong gong.
Case study is still not a popular teaching tool in
Hong Kong. In Table 4.4, about one-third of the program
include case study. Most of the cases used are imported
from the U. S. or the U. K. Others may be write-ups of a
situation by sales executives, but only in a small number
of.companies. There are very few people in Hong Kong
writing cases about personal selling. If a company does
not like cases from abroad and is not able to produce its
own cases, it can only give up_using this training method.
Panels.are rarely used because staffing a panel is
no simple matter.- It may involve many executives and
successful salesmen. Table 4.4.shows that three companies
(less than 10%) are.using them. One of the three, companies
is selling computers and another one is selling petroleum
products. The use of panels by a computer company is
understandable,because their selling is what usually
called 'systems selling:' They have to integrate all the
supporting functions into a sales package. Naturally,
their panel members include different experts from several
departments. It seems that only those firms which can
afford high training costs would use a panel as a teaching
tool.
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There are other supplementary training methods
which-can be used to strength the whole program..
Question 19 asked for information about some commonly
used ones. The outcomes are given in Table 4.5.
TABLE 4.5
SUPPLEMENTARY TRAINING METHODS USED IN
RESPONDENTS' SALES TRAINING COURSES
NO. Or Percentage
Strengthening methods
firms (of total 33)
11 33.3%Quiz
10Contest 30.3%
Book-reading assignment 10 30.3%
8 24.296Home-work
Other (project assignment) 1 3.0%
11Not any 33.3%
Generally, each of those methods is used by about
one-third of the companies. Among all, one-third do not
use any one of these. The Kodak Company indicated they
also used project assignment. However, they did not spell
out whether the project assignment is a simulation
exercise or an assignment for the sandwiched field-practice.
Only a company which has developed. sales training for many
years would be likely to use such a training methods. It
may be more suitable for a refresher course than for
initial training..
59
4.5 Review and Appraisal
Any kind of training should be continuously under
review for future improvement. In theory, it is,desirable
for:: sales:..training to be a closed-loop system where
information feedbacks continuously adjust input training
efforts. But it is easier said than done. The most
difficult point'is that one cannot directly relate sales
performance to training. However, there area number of
feasible ways to make an evaluation, such as an overall
test, a questionnaire survey among all past trainees
(including or not including those who have.moved into
other types of employment), check-lists used by sales
supervisors and review conferences attended by personnel/
training and sales executives. By using these, most of
contents and methods in sales training can be evaluated.
Questions 24 and 25 are concerned with how many companies
are doing so. It has been found that out of the thirty-
three companies, twenty-two test the trainees after the'
training course and nineteen make a formal evaluation of
sales training effectiveness after the trainees have
actually gone out to-work for a period. Those companies
which have no test or evaluation do not know which part
of their sales training is effective, or whether there
is any room for improvement. If they knew that so many
other firms are doing evaluation of sales training, they
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might.follow immediately. This is one of the cases where
findings in this study are useful for some companies.
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5.0 THE INFLUENCES.OF SALES MANAGEMENT PRACTICES,
VALUES AND ATTITUDES ON SALES TRAINING
5.1. The Magic of.Sales Training
While most literature in Marketing and Sales
Management to-day support the slogan Salesmen are not
born- they are made, it is interesting to determine the
sales executives' opinions about this. The first.statement
in Section II of the questionnaire was used to probe the
acceptance of that idea. In Section II9 respondents were
asked to indicate the degree of agreement or disagreement
with each of the ten statements. Following what usually
is called the Likert scale, six numerical scores were
assigned to each degree of agreement. The responses to
the first statement Good salesmen are born are shown in.
Figure 5.1. They are divided into two groups, according
to whether they have a sales training program or not.
There is. not a big difference between the mean
scores of the responses from the two groups both are
close to the mid-point of 3.5. While the companies having
sales training tend to say salesmen are made, the other
group tend to say salesmen are born. From these two'
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FIGURE 5.1 (b)FIGURE 5.1 (a)
COMPANIES NOT HAVING SALES TRAININGCOMPANIES HAVING SALES TRAINING









ARE BORNARE BORN 1 2 3 4 5 61 2 3 4 5 6
3.68 (MEAN)3.45 (MEAN)
groups' collective opinions, we may say That character
traits and training are equally important. Naturally
enough, most authors of sales management texts support
the slogan Salesmen are not born. But in many cases
after they stress the importance of sales training, they
objectively say there are some truth in both points of
view. In practical situations, the sales executives
generally feel there should be a balance between the two.
extremes. However, sales training is manageable and
promising while a born supersalesman is caught by chance.
Even though a sales executive feels that a salesperson's
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character traits may be more important than training, ne
may still be in favor of conducting a sales training
course,-as suggested by Figure 5.1(a). A company having
sales. training is able to control, to a certain extent,
the quality of sales manpower resources. On the other
hand, companies which do not have sales training. depend
a lot on selecting salespeople.
5.2 Selection of Salespeople
An easy way for a company to build up a satisfactory
sales force is to hire people experienced in selling.
Generally, the more experienced-people hired,the less are
efforts put into sales training.. Questions 7. and 8. were
set to investigate the situation of selecting experienced
salesmen. It is understood that most companies have a mix
of experienced and inexperienced people in their recruitment.
The concern is whether they'hire experienced sales people
more, often than inexperienced sales people.
The experienced salespeople here include those
having experience in similar trades and in*other trades,
as spelt out in Question 7. All those salespeople are.
supposed to be knowledgeable in how to persuade and sell
people. Some companies prefer salespeople who are
experienced in the same business because they have some
established or useful connections.
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TABLE 5.1
INCLINATION TO HIRING EXPERIENCED SALES PEOPLE IN
RELATION TO EXISTENCE OF SALES TRAINING.COURSE




training.. 2060.6%) 13 (39.4%) 33 (100%)
Companies not
having sales
training 28 (100%)5 (17.8%) 1 (3.6%)22 (78.6%)
118Total 42
TABLE 5.2
REASONS FOR HIRING EXPERIENCED SALES PEOPLE
GIVEN BY RESPONDENTS
Number PercentageReasons,, for hiring a person
of firms (of 42)exerienced.in selling
8He knows many selling techniques 19.0%
11.9%He has had some useful connections 5 42
69.1%29Both
Other reason (Similar product knowledge) 3
Taking the two tables together, we can see that
about 70% (42 out of 61) usually hire experienced
salespeople more than inexperienced salespeople and about
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80% of these forty-two companies are doing-so because they
like to take advantage of the experienced salesmen's
useful connections. This reflects that it is not difficult
for a company to hire an experienced man from similar
businesses. For example, a foodstuff firm.can get a man
who has been selling facial tissue to supermarkets. A
cultural factor should be recalled here: :Chinese people
are more comfortable with established connections and
hesitant to talk with new salesmen. In addition, there
may be some sort of kick-back or regular entertainment
established. Connections being so important in Hong Kong
makes many companies pay more regard to selection of
salesmen than sales training.
It is easy to determine whether an experienced.
salesperson has useful connections or not, but knowing if
he has really developed good selling techniques is not
simple. A salesperson's successful sales records in the
past do not necessarily mean that he is good at selling.
The products he sold might be,distinguished in price or
quality, or be in short supply. He might be supported by
very strong and effective marketing programs. At worst,.
he might have some.very bad habits in selling which he
does not realise. Moreover, no one is equally good for
one company and another. A company may depend on the
sales manager's personal judgement of whether the
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applicant is good or bad, but this is not reliable. On
the other hand, a wholly inexperienced person is even more
difficult to judge. Who has defined what a born salesman
looks like? Thus a number of companies use tests as part
of the selection process. Tests have been widely used
for selecting different types of personnel in the U. S.
Some companies in-other advanced industrialized countries
like the U.K. and Japan also use them. In respect to
selecting salesmen, tests are still not widely adopted in
Hong Kong. Answersto Question 9 are given in Table 5.3,
with reference to the background of management styles
(in terms of principal ownerships of the companies) and
whether they have a sales training program or not.
TABLE 5.3
BACKGROUND OF MANAGEMENT: STYLES OF COMPANIES USING
TEST VERSUS USE OF SALES TRAINING PROGRAM
Sales Training Program
Principal ownership of








Out of the sixty-one companies, only sixteen are
using tests most are non-Chinese firms. This small
fraction of companies using tests is not because the
responding group is 'training-biased'. On the contrary,
more companies having training programe (33) are using
tests (12) than those.companies not having sales training
(4 out of 28). This means that tests are usually not
adopted as a substitute for training. At first sight, a
test is wonderful because it can help find the born
salesmen. Its cost is much lower than the cost of sales
training. The cost can also be well-justified as
compared with the relatively high cost of salesperson's
failure in field. But the data here show that not many
companies are using tests. First, pyschological or
aptitude tests or any other similar tests are still not
popular in Hong Kong.. Most companies which have
knowledge of modern testing are U.S. subsidiaries.
Other foreign companies subsidiaries or some Chinese
firms may have become familiar with them through
different means. But the know-how of testing is one
thing, the adoption is another matter. Companies in Hong
Kong, which usually cannot keep abreast of newest developments,
still deliberate in adopting such kinds of tests. There
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is also another problem making the sales executives more
doubtful about using testing materials from abroad. It is
the question of fitness when applying the test materials
here.to people with different cultural and social frames
of reference. Many authors in Sales Management recommend
tests be used as an.taidt to judgement only. It should
never override any part of process. in *the selection of
salesmen, needless to say about' substituting in part for
sales training.. We have already seen that testing is more
complementary than competitive. to sales training in Hong
Kong.
5.3 Use of Sales Manuals
Testing sales appiicants ana tine prepara-tuull u.L
sales manuals are two different subjects. The former is
concerned with selection of salespeople and the latter is
concerned with supervision of salespeople. However, in a
country where sales training is still not prevalent, they
share one common interest. That is.the-question of
substitution for systematic sales training. We have seen
that tests are. not popularly used for a couple of reasons.
But if a company is not willing, or capable, to conduct a
sales training program because of limited resources or
other considerations, use of a sales manual may be a good
alternative in the sense that it is better than nothing in
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training. At best,-a sales manual can cover all the topics
in sales-training. The difference is that a sales manual
tells the salespeople what to do while sales training
teaches them how to do it. A new salesperson may learn by
himself under the gudielines set by the manual. This is
one of the major values of a sales manual if the company
does not have systematic sales training. For a.company
which conducts a training program, the sales manual is used
as a reminder of what the salesmen have learned in training,
as a continued informational aid (under continued-revision)
and as one of the valuable tools in supervision. It
seems that every good sales organization, whether it has
sales training or not, should have a sales manual. In
view of this, Question 10 was raised to determine the use
of sales.manuals. The findings are given below:
TABLE 5.4
BACKGROUND'OF MANAGEMENT STYLES OF COMPANIES HAVING
SALES MANUALS VERSUS EXISTENCE OF
SALES-TRAINING PROGRAMS,
Principal ownership of
Sales training programthe company having
sales manual Yes No Total







Total respondents 33 28 61
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It appears that.almost all sales manuals are used
in companies having sales training programs. Out of the
twenty-eight companies which do not have sales training
only one is making use of a sales manual. But nearly a
half of the other group use a manual. The great
difference is due to the fact that preparation of a. sales
manual is not an easy job it is much easier for a
company having sales training program to prepare a manual
based on the framework and materials of the training
program than for a company which has to write a new book.
It seems that the sales manual is not.a 'competitive product'
to sales training rather it is a 'by-product' of sales
trainingo Many-companies see the sales manual as a must
because it clearly spells out the company's sales policies
and procedures-which receive less attention than selling
techniques. from the salesmen while they-are in training.
Table 5.5 shows the extent of using sales manual versus
management' styles in terms of principal ownerships of the
companies.
American companies which usually consider
documentation to be important in management practices
are more likely to have a sales manual. The preparation
of a sales manual may be an indication*of the ability
of the.sales manager. For companies that do not have
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TABLE 5.5
USE OF SALES MANUALS IN RELATION TO BACKGROUND
OF THE COMPANIES' MANAGEMENT STYLES
(4)(3)(2)(1)
Number of
company using Number of Percentage
respondentssales manualPrincipal ownership 2 3
12.0%25Chinese 3







a sales manual the following remarks are appropriate:
The sales manual is clearly the foundation
of supervision-as-training, and of
supervision-as-control. As it is also
the culmination of the process of
supervision-as-organization, it marks
a fitting bridge between.... the
latter. and of the former two phases.
If more companies in Hong Kong undertake sales
training programs, then more companies will take advantage
of a sales manual as an aid in their sales force management,
1Charles L. Lapp, Trainin and Supervising Salesmen
(London: Prentice-Hall International Inc.,1960) pp.108
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5.4 Systematic Sales Training As A Rectifier
Systematic sales training can be a rectifier of
the trainees' ideas, values and attitudes. Many trainees
come to the training course with doubts. In their mind
sales profession is still held in low esteem by the public
and the job security is poor. Some of them suppose
personal selling is 'to force people buy things they may
not need' while some others feel that 'I am not extroverted
enough.' If a sales training program does not thoroughly
explain the true roles of a salesperson, it can never
achieve one important objective: to lower the salespeople
turnover rate. Most trainers make such an explanation
as the first topic in sales training. They tell the
trainees,how important a salesman is to the company and
how business, and'indeed society, could not exist without
him. They point out that personal selling is helping
the customers to get benefits rather than forcing them
to spend money. Often, they present data which show that
salesmen earn more than most occupations, and that
personal selling requires more than average intelligence.
Finally they tell the trainees that 'salesmen are trained
-- not born.'
Questions 21 and 22 asked the opinions of those
companies having sales training as to whether sales
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training 'can correct any prejudice of the trainees against
selling and reinforce correct concepts. The answers are
given in Table 5.6 and Table 5.7.
TABLE 5.6
OPINIONS OF RESPONDENTS HAVING SALES TRAINING AS TO
WHETHER SALES TRAINING CAN CORRECT
PREJUDICE AGAINST SELLING
No. of companies
Can sales training correct having sales
prejudice against selling? training Percentage
Certainly 20 60.6%
Somewhat 10 30.3%
Very difficult 1 3.0%
Don't know 2 6.1%
100.0%33
TABLE 5.7
OPINIONS OF RESPONDENTS HAVING SALES TRAINING
AS TO WHETHER SALES TRAINING CAN
REINFORCE CORRECT CONCEPTS
Can sales training No. of companies





Don't know 2 6.1%
33 100.0%
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The above two tables suggest those executives are
more sure about reinforcing correct concepts than about
correcting prejudice. However, the difference is not
significant. In general, most of the companies having
sales training understand these two functions of sales
training.
The above opinions are collected from companies
which have sales training programs. A question of broader
concern-- whether sales training would lower salesmen.
turnover rate-- is addressed with statement (j) in
Section II of the questionnaire. Opinions in terms of
degree of agreement from companies having sales training
show an average (mean) score of 3.81,. which represent
agreement with the statement. Responses from the group
not having sales training show an average score of 3.52,
which is very close to 3.5 mid-point value. Only one
out of this group (28) expressed disagreement. In
conclusion, the respondents generally believe that sales
training will help to reduce salespeople turnover.
5.5 Compensation Schemes and Systematic Sales Training
Compensation schemes are so important.that we
cannot neglect them in studying anything related'to sales
force management. Until recently when the saying the
prime reason why a person works is money has become
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controversial, it was generally accepted that people work
primarily for money. Dissatisfaction over monetary
compensation could negate any otherwise successful program
in sales management, including sales training. On the
other hand, the compensation scheme reflects somewhat the
company's management styles which have bearing on sales
training. Question 28 listed four commonly used schemes
and the respondents' answers are given in Table 5.8, where
they are divided into two groups with regards to having
sales training or not.
TABLE 5.8
DIFFERENT COMPENSATION SCHEMES IN RELATION TO THE
USE OF SALES TRAINING
Sales Training Program
Compensation scheme Yes No
Straight salary 8 (24.2%) 9 (32.1%)
Straight commission
Basic salary+ commission 19 (57.6%) 16 (57.2%)
Basic salary+ bonus 6 (18.2%) 3 (10.7%)
33 (100.0%). 28 (100.0%)
Basic salary plus commission is the most common
scheme. The percentage-of companies using this scheme is
about the same in the two groups. The only notable
difference is the percentage of using 'basic salary+ bonus'
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basic salary + bonus
The rationale for calculating this ratio is that
itcan be taken to represent the relative number of
conservative firms. As judged by today's management
philosophy, basic salary plus commission is the best,
second best would be basic salary plus bonus. However,
a lot of conservative, old-fashioned firms in Hong Kong
still pay straight salary to their salespeople. They are
not much inclined to the use of financial incentives to
motivate their salespeople. A higher ratio means that the
group contains relatively more conservative old-fashioned
firms. We-can see that there are more such firms in the
group without sales training. Those nine firms which have
no sales training and are paying straight salary are about
15 per cent of the total respondents* (61) which consititute
a 'training-biased' group.. In reality,,. firms of such
characteristics may be more than 15 per:-cent. If they are
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not inclined to the use of financial motivation, it is not
very likely that they will be making use of sales
training.
Since the advantages of financially oriented
motivation schemes are obvious while the advantages of
sales training are not so apparent, it is more easy for a
company to adopt the former, than the latter. In other
words, an old fashioned company would be more likely to
change its out-dated compensation sckeme before it would
adopt sales training. Supposing this is generally the
case, we can say that there are still,a number of conser-
vative firms, estimated to be 15% to 20% of all the
companies operating in direct personal selling in Hong
Kong, which would not adopt sales training in the near
future.
5.6 Marketing Efforts Related to Sales Training
It is generally accepted that a company's
advertising and sales force are complementary within a
certain range of operating conditions. The idea is








Operating conditions of a company
Based on the above idea, a hypothesis is suggested here.
First, it is assumed that undertaking a.sales training
program represents putting more resources into the direct
selling efforts. If a company has limited marketing
budget, then the undertaking of sales training may be at
the expense of a part of the advertising or any other
promotion efforts. The other marketing efforts, so far.
as the study is concerned,, consists of.advertising and
direct-mail promotion only. The hypothesis is:
'utilizing advertisement. and direct-mail is largely
complementary to sales training', in view of the fact
that many companies in Hong Kong are not allocating much
money to total marketing efforts including sales training.
However, the study only determines whether there is
advertising or direct-mail and whether sales training is
utilized by a company. The answer isYest' or No.
Hence this hypothesis is a question of contrasting the
existence of utilizing advertising/direct=mail and sales
trainining. The idea is given below.
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FIGURE 5.3
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Operating conditions of companies
The utliization of advertising/direct-mail and
sales training are 'step-functions', with one representing
existence and 0 representing non-existence. The grey area
is where the companies have both advertising/direct-mail
and sales training. The validity of the phypothesis
implies that this grey area is'small, i.e., most companies
either have advertising/direct-mail or sales training.
Questions 31 and 32 make inquiries about the use
of advertising and direct-mail.' Findings are shown in

























Figure 5.4 shows that more companies in the group
having sales training utilize advertising (26/7 is greater
than 21/7). A similar situation is found in Figure 5.5,
where more companies-in the group having sales training
utilize direct-mail (16/17 is greater than 9/19). In
addition, we can see that within the group utilizing
advertising,*there are more companies having sales training
.(26 is greater than 21) and within the group utilizing
direct mail, there are more companies having sales
training also (16 is greater than 9). All these indicate
that the likelihood of utilizing both advertising/direct-
mail and sales training is highest. In other words, the
'grey area' mentioned above is great so the hypothesis is
reiected..
Many aggressive companies utilize sales training
along with some other promotion devices. But the less
aggressive or conservative firms are often limited by
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marketing budgets or know-how. Some of them can utilize
either sales training or advertising/direct-mail while many
others simply do neither.
5.7 Some Attitudes toward Sales Training and Supervision
Two of the ten statements in Section II of the
questionnaire have been discussed in 5.1 and 5.4. Now we
come to the other eight statements. The attitudes or
disposition toward these statements can be related to
sales management in general and sales training in particular.





often have bad habits
c) Probing competitors' inform-
ation through talking with
prospects is important
d) The Chinese in Hong Kong
like eating
f) Chinese businessmen in Hong
Kong like playing mah-jong
g) A salesman should know very
well how to entertain
customers
h) out company's salesmen act
like brokers
i) Sales ladies may be better
than salesMEN for selling
our product
e) If price and quality of our
product are better than most
of the competitors, then



















It appears that the group not having sales training
is more agreeable to these eight statements than the group
having sales training. Interpretations of the responses
to each statements are given below.
Statement (b): Experienced salesmen often have bad habits.
Both of the two groups, average scores are close to the
mid-point. It seems that the statement brings out an
existing problem which is, however, not serious. The
group having sales training is less agreeable possibly because
they hire relatively less experienced' salesmen and believe
that their training prevents bad habits thus their
feeling about this problem is not so strong.
Statement (c): Probing competitors' information through
talking with prosnects is imrortant.
This is the statement which receives the strongest consent
from both two groups. Sometimes the information of
competition brought back by the salesmen is so important
that it would affect the whole marketing planning. In
Table 4.3 we have seen that about two-thirds of the
training programs include the topic of competition.
Providing the, trainees with knowledge of competition and
training them in probing competitors' information should
be more rewarding than many other subjects of training.
A company-not having formal sales training may have to
teach every salesman such techniques individually.
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Statement (d): The Chinese in Hong Kong like eating.t1
Statement (f): Chinese businessmen in Hong Kong like
playing mah-jong.
Statement (g): A salesman should know very well how
to entertain customers.
These three statements essentially concern the same issue.
Just as in testing the respondent's character in a
consumer behaviour study, statements (d) and (f)-here test
whether the responding executive has a strong feeling about
people's daily activities which may also be part of
entertaining. Statement (g) addresses this directly. The
responses show that the group not having sales training
feels more strongly about these three statements. This
gives one of the reasons why they do not have sales
training. If they attach more importance to entertaining
customers, consciously or subconsciously, then they would
be less concerned with selling techniques. Hence they
think sales training to be less necessary.
Statement (h): Our company's salesmen act like brokers.
Statement (i): Salesladies may be better than,SalesMEN
for selling our product.
These two statements are similar to the above three in the
sense that they all test the respondentst concerns with
the importance of selling techniques. Both average scores
are in the disagreement region. This is mainly because
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the cases described by these two statements are
impracticable to most companies. However, they may be
meaningful to some individual companies. In comparison,
we find that the group not having sales training disagrees
with the statements less, or is more agreeable to the
statements if only those practicable cases are concerned.
This again show that they are less concerned with selling
techniques and thus have less regard for sales training.
Statement (e): If price and quality of our product are
better than most of the competitors, then
the quality of salesmen is unimportant.
This is a very clear description of separating promotion
from the marketing mix. Agreement with this statement
means lack of expertise in marketing in general and
unfamiliarity with the functions of direct personal
selling in particular. Here the average scores of
responses from the group not having training is greater,
though it is still in the disagreement region. This
reinforces the interpretation covering the above several
statements as to why they do not have sales training.
5.8 Sales Training Course by Outside Institutions
In Hong Kong, there are several institutions
offering different kinds of sales-.training courses. Many
companies send their sales executives and salesmen to
attend those courses on occasion. The needs for attending
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those courses vary with companies, which may or may not
have their own sales training-programs, Some companies
encourage their salesmen to take any courses the salesmen
like by paying a half or more of the fees. Since almost
all of the courses available are-not regularly scheduled,
many companies make use of them in an uncoordinated
manner.
In order to determine the recognition of-those
courses by the business community, Que.stions_29 and 30
listed the names of the institutions for checking.
Table 5.9 shows how many companies of the responding group
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Except eight tirms which do not know about any
outside training courses, almost 90 per cent of the
responding group know there are some institutions offering
courses,as can be seen from Table 5.9.
Not heard ofTotal
any courserespondents
60 (88.2% of 68)868
As regards how many of them have atienaea at least
one of the courses. the calculation is as follows:
Attended at leastNot attendedTotal
one courseany courserespondents
27 4168
If the above eight firms are excluded, then
1960 41
(68.3% of 60)
That is, among those firms having heard of one or more of
the courses, more than two-thirds used at least one course.
The figures in the column (3) of the table are those which
have their own sales training programs. For each outside
training institution, the majority of the companies
having used the courses of that institution are companies
which have their own training programs in addition. It
thus appears that outside courses are not competing with
company programs. Rather, the companies want their
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salespeople to be refreshed or their training programs to
be improved by taking those courses. Actually, it is not
possible for a'company to rely wholly on outside courses
to provide systematic training (i.e., basically initial
training) in selling techniques because of the
inconsistency of administering and conducting those
courses in the several' institutions. To understand this,
a brief description of the nature of those courses
conducted by various institutions is presented as follows.
Hong Kong Management Association. The Association offers
five to six courses in sales management and four to five
courses in salesman training.every year. The titles,
contents, schedules and the language medium (English or.
Chinese) may vary-with different instructors the
Association invites. For example, in the past they have
had-?Effective Salesmanship', 'Salesman Training' and
'Sales Training Program' etc. The instructors usually
come from big,companies in Hong Kong which have intensive
sales training programs. Sometimes a sales training expert
who comes from the U.S.A. 'to work for a certain company here
for a period of time would be'invited to be the instructor.
About 100 people attend the sales training courses every
year.
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Hong Kong Productivity Center. This is a government-
sponsored institution which is a member of Asian
Productivity Organization. Its primary objective is to
promote production and management know-how for the.local
industries. It offers six to eight courses in sales
management and salesman training every year.' The course
titles include such topics as 'Modern Salesmanship and
Sales Promotion', 'Salesmanship: Theory and Practice'
and 'Creative Selling and Salesmanship'. Instructors are
local and overseas sales consultants or sales training
experts. Media of instruction include English and
Chinese and the contents and schedules vary with situation
and trainers. About 150 people attend these courses in
both sales management and salesmanship- courses. Some of
them are not actually working in sales but are simply
interested in the topics.
Dale Carnegie School. This*is the branch establishment of
Dale Carnegie School in U.S.A.- Their sales courses are
more skills-oriented and more expensive than those offered
by other institutions. In 1975 they started sales courses
in Chinese also. Because of the relatively high fees,
only big companies can afford sending their sales people.
The course contents are, in a sense, consistent and
students are drilled hard.
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Extra-mural Studies, University of Hong Kong. This
institution offers only two to three courses in marketing
and sales management every year. However, since they keep
abreast of current literature of sales management, some
sales executives take the courses to see if any thing in
the courses-can bring up ideas for improvement.of their
own sales training programs.
Extra-mural Studies, the Chinese University of Hong Kong.
Every year the Extra-mural Studies Department of CUHR
offers four to five courses in salesmanship along with other
courses in Marketing. Media of instruction include
Chinese and English. Outside specialists and teachers of
the University are invited to be instructors. Courses
titles include such topics as 'Salesmanship', 'Salesmanship
in Modern Sense'. The objectives of extra-mural education
are different from those of other institutions which are
aimed at profit-making. The salesmanship courses
emphasize more the philosophy and principles than the
practices. In addition, the extra-mural education has the
responsibility of introducing to the business community
the newest developments in related fields, e.g. psychology.
The EMS department of the University has already started
correspondence courses, radio and T.V. courses in other
subjects of'Business-Administration. Future development
may include sales courses conveyed by these media.
91
Others. There are some other organizations offering
sales training courses in Hong Kong. Two have been named
by the respondents. They are Dew Point International and
Caritas Center. The former is a consulting and employment
services company and the latter is a Catholic youth center.
They offer sales courses occasionally but not very
frequently. Very few companies know about them.
Although the outside courses usually cannot achieve
the same effectiveness as a company's own sales training
programs, they are still very important. They provide most
of the local companies with ideas on new developments in
selling philosophy and techniques. They are most valuable
to the local companies which do not have their own sales
training programs for whatever reasons. However, we have
seen that less of them used outside courses than those
companies which have own sales training programs.
5.9 The Final Analysis
A number of findings in this study have shown that
companies which do not have their own systematic sales
training are less likely to make use of sales manuals,
financial incentives, sales promotion and outside sales
training courses. If the ignorant keep stagnant and the
conscientious keep improved, then the gaps between their
knowledge levels may become greater. The significance is
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that sales training is not concerned with only developing
sales personnel, it stimulates improvements in sales
management also. A company ignorant of sales training may
have less chances to think about the weaknesses and
strengths of their sales management practices and thus
improvements in this respect are rare. It is hoped that
more young people who have modern marketing concepts enter
the business community would awaken those conservative
firms to look at this problem more seriously.
Much has been said about the benefits of systematic
sales training. However, systematic sales training is not
the final answer. To keep the sales force strong and
viable, a company must train the salesman for self-training
as he works day-by-day. The sales manager must continuously
train the salesmen as he supervises them. While the
importance of sales training programs must be emphasized
to those companies without them, we must keep in mind that
continuous, unstructured, dynamic training-as-supervision




6.1 A Summar roof Findings and Inferences
The findings of this study emerged from a
questionnaire survey among companies marketing their
products in Hong Kong, and from those findings inferences
have been made in the light of opinions and information
gathered through personal interviews with several sales
executives. The main purpose of the work.is to investigate
the situations of utilizing sales training and related
practices, attitudes and circumstantial factors. It is
hoped that a canvass of these aspects will be informative
and interesting to people engaged in marketing, sales
management and particularly, in sales manpower development.
Above all,-one important objective is to awaken some
conservative firms to the importance of sales training
and to a modern sense of sales management, in view of the
increasing competition in the domestic markets of Hong
Kong.
Throughout the analysis, it has been kept in mind
that the companies which have sales training programs and
those bigger companies tended to reply while those which
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do not have sales training programs tended to not reply.
Inferences and projections, if any, have taken this into
consideration to avoid deviation and distortion. Important
points are summarized as follows:
1. A great number of importers, foreign companies
marketing branches and.local manufacturers engage
in wholesaling and some of them also engage in
retailing. More and more companies will getinto
direct selling to retailers or end-users, and
growing sales forces are expected.
2. Because Hong Kong is a compact society, there are
not great differences among the average sizes of
sales forces for various business. All the
averages of consumer goods, industrial goods and
services' fall in the range of eleven to fifteen
people. Intensive services firms need more sales
people than consumer good companies. The heavy
industrial goods companies usually need one to
five people while for selling industrial goods of
great quantity and assortment more than sixteen
people may be needed by some companies.
3. American firms generally have relatively larger
sales forces, and the Chinese firms have relatively
smaller sales forces while the British firms are
in-between.
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4. Most companies which had sales training before the
year 1950 are marketing branches of U. S. and U. K.
firms. Some local Chinese manufacturers also
started their sales training in those post-war
years. Overall, one-fifth to.one-fourth of sales
organizations are reckoned as having sales training
program at that time.
5. After 1956, more companies started their sales
training courses. After 1970, the proportion of
such firms became higher. Today, it is estimated
that about one-third of sales organization have
sales training programs.
6. Most marketing branches of foreign companies have
sales training while a great number of importers,
which are competitors to the foreign marketers. in
many situations, do not have sales training In
the wholesaling business, sales training programs
are far from prevalent. Many Chinese firms depend
on connections rather than salesmen's selling
skills and ability.
7. When the number of sales personnel is less than
VV.
ten, most companies do not have sales training.
Companies having more than ten sales personnel
tend to have sales. training. Some companies make
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sales training part of the process of selecting
new salesmen.
8. A great majority of sales training programs are
conducted by sales supervisors. In some cases,
a combination of sales supervisors and training
officers or outside specialists is preferred. Few
companies rely solely on a training officer or
solely on outside specialists to do the job.-
9. Most companies-take a period longer than one week
to train their recruits. Many of them let the
trainees go out to the field and practice between
two training periods.
10. Intensive services businesses need more training
in selling techniques while industrial goods need
more training in product knowledge.
11. A number of training programs lack the modern
knowledge to deal with certain topics: psychology.
of the prospects, overcoming objections, making
the close, etc. Some are not giving much attention
to the subjects of job description of salespeople
and evaluations used by supervisors. They may not
have such practices in their sales management.
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12. Role-playing and cases study are still not
prevalent among the companies' training programs.
Panels are rarely used.
13. The use of quizzes, contests, book-reading
assignments and home-works are not popular.
Very few programs include project assignments.
14. More than one-third of companies do not appraise
their training programs by testing trainees'
gains or by evaluating the-programs formally in
any way.
15. All the companies, whether having sales training
or not, think that there should be a balance
between a salespersonts natural selling-oriented
character. traits and sales training.
16. Most companies like to hire experienced salespeople.
The major reason is that such companies want
people experienced in selling who have useful
connections,-which they value more than particular
skills in selling.
17. Only a small part of companies use tests to aid
selection of salespeople. Selection tests are
used more by companies having sales training than
those not having sales training.
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18. Not many companies prepare sales manuals for
their salespeople. Almost all sales manuals are
used in companies which have sales training.
American companies usually like to use sales
manuals more.
19. Most companies having sales training agree that
it can reinforce the trainees' correct conepts
about direct personal selling and, to a less
extent, can correct prejudice. In spite of
having sales training or not, companies shows no
strong feeling as to whether sales training can
lower the salespeople turnover rate.
20. A little more-than half of the remuneration
schemes are basic-salary-plus-commission. More
than one-forth are schemes of straight salary.
Basic-salary-plus-bonus is least used and*no
schemes using commissions only were identified.
Companies not having sales training tend to
have more straight-salary schemes than basic-
salary-plus-bonus schemes. The more conservative
firms are in this non-sales-training group.
21. Companies utilizing advertising/direct-mail tend
to have sales training. Most of them are
relatively more'aggressive companies practising
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modern marketing management.
22. Companies do not have strong beliefs about
whether some experienced salespeople have bad
sales habits, but they have strongly consented
to the idea that it is important to probe
competitors' information through salespeople's
conversation with prospects.
23. Companies not having sales training have
relatively more regard for entertaining
customers and are less concerned with selling
techniques than are which do have sales training
Drorams.
24, About 60 per cent of companies having their own
sales training programs are more active in
attending outside courses than those not having
salestraining programs. Most outside courses
,
are not conducted in a consistent way nor is the
time schedule regular. These courses are not
4ompeting with sales training programs within
compies.
Some literature in sales management have been
cited to analyse the above findings and to help make some
conclusions. While part of these serves as information
for interested parties, others build the ground for
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recommendations to people concerned with administering
sales organization in general and sales training in
particular.
6.2 Recommendations
Analysis of the findings suggest that there are
rooms for improvements in some people's situations.
Therefore, recommendations are aimed at different people
who would look on this study from different points of view
as follows:
1. Recommendations to a company which wants to enter
the domestic market and is trying to set up a sales
force.
A. The company should plan the sales organization
with a long-term view of possible future
development. An importer or foreign marketing
branch or a manufacturer would be able to go
forward down the distribution channels in the
future. On the other hand, a wholesaler
might have to react to such scrambles for
market. A new company should recognize the
importance of long-term manpower development
1Some recommendations are based on important
points suggested throughout the analysis of findings, not
on the findings themselves.
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and the rewards for doing the right thing
from the start.
B. One of the grounds for determining the size
of the sales force resides in reckoning that
an average salesperson in an average company
usually can take care of a 'district'
according to the government's demarcation.
No matter how rough this is, at least it..,
provides a starting point. Whether it is
superfluous or insufficient would depend on
an overall analysis of product nature, customer
profile, market potentials and information
about competitors. This basis might be most
useful to a foreign company not knowing much
about Hong Kong.
C. If a company has gathered some information
about existing firms in the trade, it will
have a better perspective of the competition
in the light of some findings of this study.
For example, it might avoid making the wrong
assumption that the sizes of sales forces
reflect the relative sales levels if it knowE
that the U.S. companies tend to hire more
salespeople while some. Chinese firms depend
greatly on connections.
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D. Companies which plan to build a sales force
of less than ten people should consider
methods to get by without systematic sales
training programs, e.g. how to instruct the
salespeople effectively in an informal,
unstructured way on a continuous basis, and
how to take advantages of sales training
courses offered by outside institutions. On
the other hand, companies which plan to build
a sales force of more than ten people should
consider engaging in systematic sales training
themselves. They may be prompted to read this
study so as to understand whether systematic
sales training is worth the company's while.
E. A company should look into what other firms
are doing if it is prepared to program and
budget a sales training course. The study
shows. that it is not easy or desirable to
get an outside specialist or employ a sales
trainer in Hong Kong. So the company has to
anticipate that the sales training course
will be conducted by the sales supervisor.
This consideration would therefore be involved
in selecting a sales supervisor. With
knowledge of the contents and training
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methods commonly or not commonly used by
many other firms, the company can choose a
package of items it would like to include
in its own sales training course.
F. Information provided by this study about some
related practices in other firms are also
helpful. For example, knowing that straight
salary remuneration is still common in many
cases and that many firms are using sales
training as part of the process of selecting
salespeople, the company might be encouraged
to modify its original plan of recruiting and
training procedures. It might hire some
trainees on a straight salary basis (which is
attractive enough) and change the compensation
scheme properly after screening by training.
All the above illustrate how this study can be informatve
and helpful to a new sales organization. More may be
found if the company goes through all the analyses.
II. Recommendations to a company which has established a
sales organization but does not have its own sales
training.
The company is urged to recognize the importance of
systematic sales training. The fact that more and
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more companies have started their own. sales. training
programs since the mid-1950's should be convincing
as regards the merits of doing so. The company that
does not have sales training is also warned about
the possibility of becoming less competitive on the
front-lines of personal selling. Most of the
recommendations to new sales organization are equally
suitable here, namely:
A. A long-term view of sales organizational
development
Be Review of the size of sales force
C. A better perspective of competition
D. Whether unstructured or systematic sales
training is appropriate
E. How to accomplish the sales training
F. Useful information from the analysis of
related practices.
Again, more may be found after thorough examination
of the analyses.
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III. Recommendations to institutions offering sales
training courses or any other consulting/servicing
company planning to offer such courses.1
A. These institutions should try to provide
more intensive and consistent contents
in their sales training courses. At
present, the contents-are either too
general or in some cases, varied with.
trainers who happen to be instructing.
They should carefully develop a set of
teaching materials which could be
revised and up-dated by specialists or
trainers rather than rely on every
trainer's personal likes. They should
develop local cases and other materials
for assignments, test, etc., which suit
the local people.
B. After a period of satisfactory development,
these institutions should promote
training-in-company using materials
tailored to particular businesses.
1These recommendations are based on an investigation
of the sales training courses offered by different
institutions, which have been discussed in section 5.8.
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IV. Recommendation to academic institution.
Academic institutions should play a leading role
in developing local cases and other relevant
materials for local use. In a way, marketing
academicians can work with psychologists and
sociologists in writing up such cases and
materials.
6.3 Concluding Review
This study was initiated by a outlook on the
marketing activities in Hong Kong in the coming years of
economic revival. Personal direct selling is an
interesting area because it is where the local old-fashioned
firm would suffer most from pressing competition. A way
to help them is to let them know how to take advantage
of sales training. While this is the prime rationale for
performing the study, it also aims at other parties
concerned with the topic, including marketing managers,
sales training institutions and academicians. Based on
a questionnaire survey and supplementary personal interviews,
the findings are, hopefully, informative and helpful to
some of the parties concerned. Finally, recommendations
are made to them in regard to their particular interests.
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The objectives set in the beginning have been
largely attained. In some places, however, the study
is limited, because of deficiency in the design and work
performed while in other places because of environmental
factors.
It: is the author's hope to arouse more student
interest in studying management practices in Hong Kong on
which human attitudes and. cultural difference have their
bearings.
1APPENDIX A : Questionnaire
PLEASE mark a tick at the appropriate answer to each
question
YOU may take more than one answer whenever you feel necessary
THANK YOU!
請 於 每 題 的 適 當 答 案 前 面 寫 下 鈎 號
如 閣 下 認 為 有 需 要 時 ， 可 選 取 多 於 一 個 的 答 案 。
謝 謝 您
SECTION I 第 一 部 份
1. Which of the following categories doesour product fall into?










工 業 或 工 程 用 品 ， 裝 置 等
服 務
其 他
(If you like to give more description of your product, please feel
free to write down here 如 閣 下 樂 意 更 詳 細 描 述 貴 公 司 的 產 品 ，
請 寫 於 此 。
2. In which of the following types of business does your company


















外 國 廠 商 之 營 業 處
批 發 商
零 售 商
本 港 廠 商
工 程 / 建 造 公 司
服 務 公 司
其 他 （ 請 註 明 ）
23. Which of the following can best describe the principal ownership
of your company? 貴 公 司 主 要 組 成 資 本 屬 於 ：
1. Chinese 6. Chinese-American
2. American 7 Chinese-British
3. British 8. Chinese-European
4. European 9. Chinese-Japanese







華 、 美 合 資
華 、 英 合 資
華 、 歐 合 資
華 、 日 合 資
其 他 （ 請 註 明 ）

















貴 公 司 的 顧 客 是 ：
大 眾 消 費 者
辦 公 室
工 廠
工 程 / 建 造 公 司
零 售 商
批 發 商
專 業 人 士
其 他
3. How many salesmen (sales Indies) do you currontly employ?
貴 公 司 目 前 僱 用 多 少 位 銷 售 人 員 （ 男 女 合 計 ） ？
數 目 銷 售 員 營 業 代 表 營 業 工 程 師 其 他





壹 至 五 名
六 至 十 名
十 一 至 十 五 名
十 六 名 及 以 上
(If you don't have anyone working as sales people, please end
up your answering here. Thank you.)
( 如 貴 公 司 並 任 何 銷 售 人 員 , 請 作 答 至 此 處 便 可 ， 謝 謝 。
Starting from here, the term "Salesmen" includes all of the above-
mentioned personnel who directly cake orders and excludes these who
does not take orders.
由 這 裏 開 始 , 所 有 上 述 人 員 如 接 受 定 單 者 統 稱 為 ┌ 銷 售 員 ┘ , 不 接 受
定 單 者 則 不 包 括 在 內 。
36. When did you first employ a salesman?





















7. Do you normally recruit experienced salesmen rather (having experi-
ence in similar trades or other trades) than inexperienced salesman?
通 常 貴 公 司 所 聘 請 銷 售 員 中 是 否 以 有 經 驗 者 ( 在 相 近 或 其 他 行 業 之 經 驗 )




Yes (please go. on t o next- question) 是 ( 請 繼 續 下 一 題 )
No 否
(Please go to question 9 請 移 至 第 九 題 )
Don't know
不 知 道
8. An experienced salesman is better mainly because:-





he knows many selling techniques 他 懂 得 很 多 推 銷 技 巧
he has had some useful connections 他 已 有 業 務 上 的 聯 繫
both 兼 具 上 二 原 因
other reasons 其 他 理 由
9. Do you use any pschological or aptitude tests aspart of the
process to select new salesmen?








10. Do you give a Sales Manual to each of your salesmen?






Other similar directory (excluding product manuals)
有
沒 有
其 他 類 似 的 指 導 文 件 ( 產 品 手 冊 除 外 )
411. How do you train your newly recruited salesmen?
貴 公 司 如 何 訓 練 新 聘 的 銷 售 員 呢 ?
Experienced Inexperienced
1. On-the-job sellf-training
讓 其 出 外 工 作 , 自 我 學 習
2. Individual field coaching
帶 領 出 外 工 作 而 加 以 指 引
3. Formal training course in company
在 公 司 內 以 正 式 課 程 訓 練 之
4. Trained by outside course
使 參 加 外 間 訓 練 課 程
If any one of your answer. lies in 3, please goon to the
next question (question 12)
閣 下 如 有 一 答 案 屬 於 3 者 , 請 繼 續 下 一 題 ( 第 十 二 題 )
If you do not have an answer in 3, please go to question 28.
閣 下 的 答 案 如 沒 有 屬 於 3 的 , 請 移 至 第 廿 八 題 .
12. When did you first start.a sales training course?
貴 公 司 從 何 時 開 始 沒 有 銷 售 訓 練 課 程 。

















13. who is responsible for the sales training course?











銷 售 主 管
訓 練 部
人 事 部
外 間 專 門 人 才
其 他 （ 請 註 明 ）
14. Do you have different training programs for experienced and
inexperienced newly-recruited salesmen?
貴 公 司 對 有 經 驗 及 無 經 驗 的 新 聘 推 銷 員 是 否 予 以 不 同 的 訓 練 ？
1. Yes (please elaborate briefly) 是 （ 請 銷 加 說 明 ）
2. No 否
515. How Hong does your sales training course normally take?
1.
One day
2. Two to three days
3. Four days to one week
4.
More than one week
16. Please give the approximate nercentage of time spent in each of
the following item in your sales training course
1.
% Product (service) knowledge
2.
% Selling techniques
3. % Other items as a whole
17. Please check the following items to see if they are inaluded in












Identifying the right customer






Time and itinerary planning
Sales letter writing
Telephone technique
The receptionist and the prospect's secretary
12. The post-sale follow through
13. The evaluation used by supervisor
14. Competition
15. Commercial law and practices
16. Ollers (please specify) 其 他 （ 請 說 明 ）
商 業 法 例 興 成 說
同 業 稅 爭 情 況
上 司 所 爭 取 的 評 梳 方 法
成 交 后 應 維 持 的 工 作
預 期 的 顧 客 的 詢 部 處 及 秘 書
電 話 應 對 技 巧
銷 售 信 函 的 寫 法
時 間 興 行 程 編 配
銷 售 員 職 實 說 明
公 司 手 續
公 司 政 策
促 成 交 易
克 服 阻 拒
預 期 的 顧 客 之 心 理
辯 別 出 真 正 顧 客
請 查 閱 下 列 各 項 ， 如 屬 貴 公 司 的 銷 售 訓 練 所 含 有 的 ， 請 加 以 指 出 。
其 他 各 項 總 計 百 分 之
銷 售 技 巧 百 分 之
產 品 （ 服 務 ） 的 認 識 百 分 之
（ 約 數 ）
請 舉 出 下 列 各 項 在 貴 公 司 的 銷 售 訓 練 課 程 時 間 中 所 占 百 分 比
一 星 期 以 上
四 天 至 一 星 期
二 至 三 天
壹 天
迥 當 貴 公 司 的 銷 售 訓 練 課 程 需 時 多 久 ？









7. Others (please specify)





5. Other (please specify)
20. Is your training course of the following type?
Training course Field work Training course
1. Yes
2. No






貴 公 司 的 銷 售 訓 練 有 沒 有 使 用 下 列 方 法 ？ 請 指 出
請 授
使 用 器 材 示 范 請 解
小 組 討 論
扮 演 角 色
人 案 研 究
教 授 團
其 他 （ 請 說 明 ）
貴 公 司 有 無 採 用 下 列 方 法 以 加 強 訓 練
測 驗
比 賽
指 定 閱 讀 書 籍
家 課
其 他 （ 請 說 明 ）
貴 公 司 的 訓 練 課 程 是 否 屬 於 下 述 形 式 ？
訓 練 課 程 實 際 工 作 訓 練 課 程
是
否
閣 下 是 否 認 為 銷 售 訓 練 可 以 改 變 受 訓 者 對 推 銷 的 偏 見 ？
當 然 可 以
可 改 變 相 當
很 難
不 知 道






23. Do you think that training experienced salesmen is more difficult









25. Do you have a formal evaluation of the effectiveness of the
training course after the trainees have actually gone out to
work for a period?
1. Yes
2. No
26. Do you retrain the old salesmen in your company?
1. Yes
2. No
27 Do you agree that "Initial, formal training is not so ofteetive




閣 下 是 否 認 為 銷 售 訓 練 可 以 加 強 受 訓 者 的 正 確 觀 念 ？
當 然 可 以
可 加 強 相 當
很 難
不 知 道
閣 下 是 否 認 為 有 經 驗 的 銷 售 員 比 無 經 驗 者 更 難 訓 練 ？
是
否
視 情 形 而 定
不 知 道
在 訓 練 課 程 完 畢 后 ， 貴 公 司 有 沒 有 測 試 一 下 學 員 是 否 已 得 益 ？
有
沒 有
在 受 訓 者 外 出 工 作 段 時 間 后 ， 貴 公 司 有 沒 有 對 訓 練 課 程 之
效 果 作 正 式 的 評 核 。
有
沒 有
貴 公 司 有 否 對 舊 有 的 銷 售 員 重 新 加 以 訓 練 ？
有
否
閣 下 是 否 同 意 。 初 步 的 正 式 訓 練 比 不 上 日 后 銷 售 主 管 的 不 斷 的




828. What is the compensation schome of your salesman
1. Strict salary
2. Strict Commission
3. Basic saiary plus commission
4. Basic salary plus bonus
5. Others (please specify)
29. Do you know that there are sales training courses conducted by the
foliowing organizations in Hong Kong:
1. Hong Kong Management Association
2. Hong Kong Productivity Centre
3. Hong Kong Productivity Centre
4. Extra-mural Studies,
University of Hong Kong
5. Extra-mural Studies,
The Chinese University of Hong Kong
6. Others(please name)
30. Have you ever sent your salesmen to one of the above-mentiomed
organizations to attend sales training course(s)?
1. No.1 in last question
2. No.2 in last question
3. No.3 in last question
4. No.4 in last question
5. No.5 in last question
6. No.6 in last question
7. Not attended any course
If you have any comments on these conrse, please write down he.
須 閣 下 對 上 述 課 程 有 任 何 評 論 ， 請 寫 於 此 。
並 無 參 加 任 何 課 程
上 題 之 第 六
上 題 之 第 五
上 題 之 第 四
上 題 之 第 三
上 題 之 第 二
上 題 之 第 一
貴 公 司 會 否 派 遣 銷 售 員 往 上 述 面 構 之 一 參 加 其 銷 售 訓 練 課 程 ？
其 他 ( 請 學 出 其 名 稱 ）
中 交 大 學 較 外 課 程
香 港 大 學 校 外 課 程
機 學 校
香 港 生 產 力 中 心
香 港 科 學 管 理 協 會
閣 下 是 否 知 道 在 香 港 有 下 列 機 構 主 辨 銷 售 訓 練 課 程
其 他 （ 請 說 明 ）
底 薪 加 獎 金 （ 花 紅 ）
底 薪 加 佣 金
總 佣 金
凈 薪
貴 公 司 的 銷 售 員 薪 冿 探 用 于 種 方 式 出
31. Do you advertise your product through mass media?
1. Yes
2. No
32. Do you use direct-mail promotion before sending out your salesment?
1. Yes
2. No
33. On the average, at what percentage of times do your salesmen get







For each of the following statement listed, I would like to know how
much you agree or disagree with it.Please feel to circle the



















a/. Good salesmen are born






6 5 4 3 2 1
6 5 4 3 2 1
有 經 驗 的 銷 售 員 常 有 不 佳 的 習 慣
良 好 的 銷 售 員 是 天 生 的
極 同 意 極 不 同 意
極 表 同 意 頗 表 同 意 略 表 同 意 略 不 同 意 頗 不 同 意 極 不 同 意
請 對 以 下 的 句 子 表 示 同 意 或 不 同 意 ， 圈 先 適 當 號 碼 達 圖 下
的 意 見
第 二 部 分
不 知 道
百 分 之 五 十 以 上
百 分 之 十 一 至 百 分 之 五 十
百 分 之 一 至 百 分 之 十
零
平 均 而 言 ， 大 概 有 百 分 之 機 次 貴 公 司 的 銷 售 員 可 以 在 第 一
次 會 見 新 顧 客 時 便 成 交 ？





貴 公 司 有 沒 有 在 大 眾 傳 播 媒 介 買 廣 告 ？
c/. Probing compelitors' information
through talking with prospects
is important
d/. The Chinese in Hong Kong like
eating
e/. If price and quality of our
product are better than most of
the competitors, then the quality
of salesmen is unimportant
f/. Chinese businessmen in Hong Kong
like paying mah-jong
g/.A salesman should know very well
how to entertain customers
h/. Our company's salesmen act like
brokers
i/. Sales ladies may be better than
salesMEN for selling our product
j/.If a company has its own sales
training course, it would have





極 同 意 極 不 同 意
從 預 期 的 顧 客 口 中 探 取 有 關 同 業
競 爭 者 的 情 況 是 重 要 的 。
香 港 的 中 國 人 很 喜 歡 吃 。
假 如 我 們 的 產 品 其 價 格 興 品 質
均 較 大 部 分 同 業 競 爭 者 為 佳 ，
則 銷 售 員 的 質 素 便 無 關 重 要 。
香 港 的 華 籍 商 人 都 喜 歡 打 麻 雀 。
一 位 銷 售 員 應 甚 懂 招 待 顧 客 之 道 。
我 們 公 司 的 銷 售 員 興 經 紀 差 不 多 。
女 性 銷 售 員 推 銷 我 們 的 產 品 會
較 男 性 更 佳 。
假 如 一 間 公 司 有 它 自 己 的 銷 售
訓 練 課 程 ， 則 其 銷 售 人 員 的 流
動 率 便 較 低 .
6 5 4 3 2 1
6 5 4 3 2 1
6 5 4 3 2 1
6 5 4 3 2 1
6 5 4 3 2 1
6 5 4 3 2 1
6 5 4 3 2 1
6 5 4 3 2 1
APPENDIX B: Formation of Mailing List
The mailing list to which the questionnaires were
addressed includes names of companies selected from the
following sources:
Source I: South China Morning Post and Hong Kong Standard
A number of companies, which advertised for sales
personnel in the two English newspaper- South China
Morning Post and Hong Kong Standard-from November 1 to
November 30, 1975, were selected.
Companies which used the newspapers' mail-boxes
for receiving applicants' responses were not taken into
account because those boxes were temporarily being used.
However, anonymous companies which made userof their own
P.O. Boxes were eligible for selection, A total of forty
companies were chosen.
Source II: Hong Kong$ Directory- 1975
Thirty four 'Hoes' were-selected from the 1975
edition of the "Hong Kong$ Directory." The name 'Hon' is
a Chinese word which means an. import/export trading. firm.
The English version 'Hon' is used commonly in Hong gong.
The Hong Kong$ Directory is published annualli,
by a printing company. It covers some external and internal
business data related to Hong Kong, a brief description
of each of the established import/export firms, and Who's
Who in Hong Kong, etc. It is insofar the most useful
information book about established firms in Hong Kong.
Source III: Hong Kong- As it is (1970- 1971)
A total of 101 companies were selected from Hong
Kong- As it is (1970- 1971
香 港 實 況 ） ” In this book
there are addresses and some brief descriptions of about
3,000 firms engaged in commerce or industries. These 101
addresses had been checked against the 1975 telephone direct-
ory before they were chosen.
Source IV: Hong Kong Yearbook ( 香 港 年 監 ) 1975
This is the most complete yearbook about Hong gong,
published by a leading Chinese newspaper publisher. It
involves general information about the Colony. Many
established companies in every trade and industry are
listed out. A total of forty six companies were chosen.
Source V: Classified Telephone Directory (Yellow Pages)
1975 Chinese and English edition
A total of 107 companies were selected from the
Chinese and English-edition of the 1975 'Hong Kong Island
and Outlying Islands' Yellow Pages and the 1975 'Kowloon
and New Territories Yellow Pages.
The total number of companies selected is 328.
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1　 　 　 　 香 港 對 銷 售 訓 練 之 拓 展 與 利 用 　 　 　 任 善 寧
　 　 香 港 之 經 濟 以 加 工 輸 出 為 主 體 ， 仰 賴 外 地 供 應 機 械 和
原 料 ， 很 多 外 國 公 司 視 香 港 為 亞 洲 重 要 工 業 市 場 之 一 。
香 港 之 平 均 國 民 所 得 ， 常 位 列 亞 洲 各 國 之 前 茅 ， 所 需 百 物
， 亦 多 自 外 地 輸 入 ， 民 眾 消 費 力 甚 強 ， 以 某 些 名 貴 汽 車 及
洋 酒 為 例 ， 香 港 之 購 入 量 超 越 一 百 多 國 家 。 香 港 也 是 太 平
洋 區 旅 遊 中 心 之 一 ， 購 入 瑞 士 手 錶 之 數 量 已 超 過 美 國 ， 足
證 香 港 為 一 重 要 的 消 費 品 市 場 ， 深 受 國 際 性 公 司 重 視 。
　 　 香 港 之 入 口 商 及 部 份 廠 商 對 本 地 市 場 已 有 多 年 經 驗 ，
2但 若 干 仍 然 沿 習 舊 式 經 營 方 法 ， 倚 重 已 建 立 之 業 務 關 係 ，
故 備 受 以 積 極 方 法 經 營 之 鄗 進 同 業 所 威 脅 ， 尤 以 個 人 直 接
銷 售 方 面 ， 更 覺 顯 著 。 本 文 著 重 研 究 若 干 香 港 公 司 對 銷 售
訓 練 的 做 法 或 意 見 ， 並 論 及 一 些 有 關 銷 售 管 理 之 問 題 ， 以
供 該 等 舊 或 公 司 或 一 些 擬 在 港 開 業 之 外 國 公 司 參 考 。
　 　 本 文 之 資 料 來 源 ， 以 問 卷 調 查 為 主 ， 私 入 訪 問 為 輔 ，
但 並 未 作 正 規 之 抽 樣 ， 乃 因 （ 一 ） 鑒 於 同 類 之 調 查 所 獲 答 卷 率
並 不 高 ； （ 二 ） 已 有 銷 售 訓 練 之 公 司 較 無 銷 售 之 公 司 會 更
樂 於 作 答 。 是 故 調 查 對 象 ， 在 有 計 劃 之 下 選 取 （ 立 意 抽 樣 ） ，
詳 情 見 於 附 錄 二 。 附 錄 一 為 中 英 對 照 之 問 卷 。 如 此 組 成 之
3調 查 對 象 ， 在 作 出 推 論 時 均 列 入 考 慮 ， 以 避 免 偏 差 ， 否 則
概 以 資 料 整 理 為 主 ， 不 作 推 論 。 分 析 之 結 果 ， 列 述 如 下 ：
（ 一 ） 很 多 入 口 商 ， 外 國 分 公 司 及 本 港 廠 商 ， 均 實 際 從 事 批 發
　 業 務 ， 甚 至 經 營 零 售 。 己 有 愈 來 愈 多 公 司 自 行 從 事 個 人
　 直 接 銷 售 工 作 。
（ 二 ） 各 行 業 銷 售 人 數 差 別 並 不 很 大 ， 因 香 港 的 工 業 區 ， 商
　 業 區 和 住 宅 區 雜 處 ， 在 很 多 行 業 中 ， 平 均 每 一 公 司 的 銷
　 售 員 人 數 都 在 十 一 至 十 五 人 之 間 ， 而 本 港 市 政 分 區 的 數
　 目 剛 在 此 二 數 之 間 。 服 務 性 公 司 其 銷 售 人 力 較 多 ； 在 經
　 營 工 業 品 的 公 司 中 ， 則 以 原 料 銷 售 人 力 多 而 機 械 銷 售 人
4　 力 少 。
（ 三 ） 大 致 言 之 ， 美 商 機 構 銷 售 人 力 較 眾 ， 華 人 公 司 人 數 較 少
　 ， 英 商 機 構 則 介 乎 二 者 之 間 。
（ 四 ） 估 計 在 一 九 五 ○ 年 前 ， 在 本 港 市 場 營 業 的 公 司 中 設 有 銷
　 售 訓 練 者 不 足 五 分 之 一 ， 且 多 為 英 商 公 司 。
（ 五 ） 自 一 九 五 六 年 以 後 ， 很 多 公 司 設 有 銷 售 訓 練 ， 目 前
　 估 計 提 供 該 種 訓 練 之 公 司 達 三 分 之 一 。
（ 六 ） 外 商 公 司 多 設 有 銷 售 訓 練 計 劃 ， 一 般 入 口 商 則 甚 少 有 此
　 種 訓 練 ， 批 發 業 亦 然 。
（ 七 ） 銷 售 員 人 數 在 十 人 以 下 的 公 司 大 多 無 銷 售 訓 練 計 劃 ， 而
5　 在 十 人 以 上 的 公 司 則 反 之 。 若 干 公 司 曾 以 此 種 訓 練 作 為
　 遴 選 銷 售 員 的 方 法 之 一 。
（ 八 ） 銷 售 訓 練 多 由 銷 售 主 營 負 責 ， 部 份 公 司 則 同 時 加 上 專 責
　 訓 導 員 或 外 界 專 家 共 同 負 責 。
（ 九 ） 銷 售 訓 練 期 間 大 多 超 過 一 星 期 ， 若 干 課 程 並 在 戶 內 訓 練
　 的 節 數 中 ， 加 入 實 際 出 外 工 作 的 短 期 訓 練 。
（ 十 ） 服 務 性 行 業 側 重 推 銷 之 訓 練 ， 而 經 營 工 業 品 之 行 業
　 則 著 重 產 品 知 識 。
（ 十 一 ） 有 些 銷 售 訓 練 課 程 忽 略 了 若 干 重 要 項 目 ， 反 映 出 這 些 公
　 司 在 銷 售 管 理 方 面 有 所 不 足 。
6（ 十 二 ） 個 案 研 究 和 角 色 扮 演 等 法 仍 未 見 普 遍 用 於 銷 售 訓 練 大
　 。
（ 十 三 ） 使 用 測 驗 ， 比 賽 ， 閱 讀 家 課 ， 模 擬 計 劃 等 以 加 強 訓 練 者
　 ， 亦 不 多 見 。
（ 十 四 ） 超 過 三 分 之 一 的 公 司 並 不 以 測 驗 或 任 何 正 規 方 法 來
　 衡 量 訓 練 的 效 果 。
（ 十 五 ） 不 管 是 否 設 有 銷 售 訓 練 ， 各 公 司 均 認 為 銷 售 員 之 本 習
　 性 與 訓 練 的 功 效 應 該 是 相 輔 相 成 的 。
（ 十 六 ） 大 多 公 司 喜 歡 傭 用 有 經 驗 的 銷 售 員 ， 其 主 要 原 因 在 於 可
　 利 用 他 們 的 舊 有 關 係 ， 其 次 □ 是 推 銷 經 驗 。
7（ 十 七 ） 很 少 公 司 採 用 測 驗 來 選 聘 銷 售 人 員 ； 但 在 採 用 者 之 中 ，
　 以 朕 銷 售 訓 練 的 公 司 較 多 。
（ 十 八 ） 備 有 銷 售 手 册 的 公 司 並 不 多 ， 通 常 都 是 那 些 已 有 銷 售 訓
　 練 的 公 司 。 美 商 公 司 較 多 備 有 此 種 手 册 。
（ 十 九 ） 一 般 公 司 認 為 銷 售 訓 練 可 加 強 受 訓 者 對 推 銷 的 正 確 認 識
　 意 見 。
（ 二 十 ） 過 半 數 公 司 以 底 薪 加 傭 金 酬 勞 銷 售 人 員 ， 有 四 分 一 左
　 右 的 公 司 僅 有 淨 薪 ， 另 有 一 小 部 份 採 用 底 薪 加 獎 金 的 辦
8　 法 。 以 淨 薪 為 酬 者 以 無 銷 售 訓 練 之 公 司 者 為 多 。
（ 廿 一 ） 使 用 廣 告 及 推 銷 函 件 的 公 司 多 設 有 銷 售 訓 練 。
（ 廿 二 ） 大 部 份 公 司 不 認 為 有 經 驗 的 銷 售 員 有 可 能 有 不 佳 的 習 慣 ；
　 但 極 同 意 籍 銷 售 員 與 顧 客 交 談 而 得 知 有 關 市 場 競 爭 情 況
　 是 非 常 重 要 的 。
（ 廿 三 ） 無 銷 售 訓 練 之 公 司 較 注 重 款 待 顧 客 之 道 。
（ 廿 四 ） 已 有 銷 售 訓 練 之 公 司 更 常 參 加 外 間 機 構 的 銷 售 訓
　 練 課 程 。 惟 大 部 份 外 間 課 程 並 無 規 律 性 ， 並 不 足 以 取 代
　 公 司 內 部 的 訓 練 。
　 　 由 上 述 分 析 及 部 份 推 論 中 ， 作 者 謹 提 出 下 開 建 議 ：
9甲 對 一 家 預 備 進 入 本 港 市 場 直 接 銷 售 的 公 司 之 建 議 ：
一 建 立 銷 售 組 織 應 有 遠 見 。 例 如 進 口 商 應 預 計 從 事 批 發
業 甚 至 零 售 業 的 可 能 ， 從 而 建 立 長 遠 的 銷 售 人 力 發 展 計
劃 。 二 估 計 銷 售 人 力 需 要 ， 基 本 上 可 預 定 每 一 市 政 分 區
需 一 人 負 責 ， 再 根 據 其 他 因 素 調 整 。 三 本 文 一 些 有 關 銷
售 管 理 的 分 析 ， 可 與 其 他 方 面 的 資 料 合 併 考 慮 ， 仍 為 決
策 上 的 參 考 。 四 計 劃 中 銷 售 員 人 數 少 於 十 人 者 ， 應 著 重
考 慮 非 正 規 的 訓 練 和 利 用 外 間 訓 練 課 程 。 若 超 於 十 人 者
， 則 應 考 慮 自 設 銷 售 訓 練 。 五 自 設 銷 售 訓 練 的 執 行 與 內
容 ， 可 參 考 文 中 所 列 資 料 。 六 文 中 所 述 一 般 香 港 公 司 對
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某 些 銷 售 管 理 問 題 的 看 法 和 現 行 做 法 ， 亦 有 參 考 價 值 。
乙 對 並 無 自 設 銷 售 訓 練 公 司 之 建 議 ： 對 甲 項 下 公 司 的 建
議 ， 部 份 亦 適 用 於 此 。 本 文 特 別 提 醒 此 等 公 司 應 考 慮
究 否 設 立 銷 售 訓 練 。
丙 對 主 辦 一 些 銷 售 訓 練 課 程 之 機 構 的 建 議 ： 一 應 設 計 較 有
深 度 及 較 具 有 規 律 性 之 課 程 。 二 為 個 別 公 司 開 設 課 程 及 供
應 不 同 的 訓 練 材 料 予 各 行 業 （ 如 服 務 業 ， 工 業 品 業 ， 消 費
品 業 等 ） 。
丁 對 學 術 機 構 之 建 議 ： 可 領 導 編 著 本 地 個 案 及 其 他 本 地 化
之 訓 練 材 料 ， 並 注 意 引 入 不 同 學 科 如 心 理 學 ， 社 會 學 的
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最 新 知 識 。
觸 發 作 者 研 究 銷 售 訓 練 之 動 機 ， 乃 鑒 於 本 港 市 場 之 競
爭 性 日 增 ， 而 很 多 本 地 商 人 忽 略 此 一 人 力 發 展 問 題 的 重 要
性 。 本 文 除 了 搜 集 銷 售 訓 練 的 資 料 加 以 分 析 外 ， 亦 就 有 關
銷 售 管 理 問 題 稍 加 討 論 ， 以 期 提 供 有 價 值 的 實 例 和 論 點 給
予 本 地 市 場 工 作 者 參 考 。 作 者 希 望 在 這 方 面 有 更 多 類 似 ，
但 更 深 入 的 研 究 ， 以 發 掘 本 港 的 一 些 關 乎 工 商 管 理 的 問 題
， 而 加 強 學 術 與 社 會 需 要 的 配 合 。


